























Now We Let You in 
On a Big Secret / 


Y the time you read this page we will be ready with printed 
literature which is destined to open the door to bigger sales 
than any other water heater announcement ever made, 
Be sure to sign and send in the coupon at once so that you may 
receive the news immediately. Don’t delavy—you really can’t afford 
to miss this. 


You will be sent full information about four new Hoffman Auto- 
matic Water Heaters. 


a 24 and a3 Gallon Thermostatic Heater 
a 2% and a3 Gallon Pressure Valve Heater (non-thermostatic ) 


Retail list on these heaters will not exceed $ 
Thermostatic Heaters. $135.00 on the Pressure 
(Definite prices will be sent with printed literature.) 


‘These are sure to revolutionize retail sales of water heaters as they will 


the lowest priced standard, high quality heaters 


ever offered. That they bear the Hoff- ea uaa Sel PR 

man name is a guarantee that these four 

new heaters are all that water heaters EATER COMPANY: 

can he in design, materials and workman- THE HOFFMAN HE wars 

ship. 1311 Oberlin a 

_. cend me 

Th 7 ef New Automatic Water 

e Hotfman Heater prices, et 


mation, 


Company Name 





Loo your Four 


ment of “full infor- 


nounce 
* including 


Heaters, 


Street 
Oberlin Ave. LORAIN, OHIO ‘ 
The Hoffman Heater Company is an inde- 
pendent organization, not affiliated with any 
other heater company, paying no royalties. 
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KOPPERS 
COAL GAS PLANTS 











From the smallest to the largest gas producing units, 
Koppers Coal Gas Plants will put the most gas into the holder 
per dollar spent for construction, operation and maintenance. 


For gas companies having a daily output of from 500,005 
cu. ft. and upwards, Koppers Small Oven Coal Gas Flant has 
been developed. This small oven is approximately 19 feet 
between doors, 12 to 14 feet high, 14 inches average width and 
has a capacity of from 5 to 6 tons of coal per charge. The 
plant is designed to operate on 12 hours’ coking time and on 
this basis most of the operation is conducted in two eight- 
hour shifts. This small oven is of the combination type. 
equipped for producer gas firing, which permits of a flexibility 
found in no other type of coal gas plant. 


ULL 





EEE 


The initial cost of such a plant is low and comipares 
favorably with other coal gas installations, and operating and 
maintenance costs are much lower. A plant of this type has 
been 1 operation at Camden, N. J., for the Public Service Gas 
Company since November, and the results secured have ex- 
ceeded all expectations.’ The ovens at Camden are heated 
with producer gas made in Koppers Kerpely type Producers, 
all the oven gas being released for sale 
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A Koppers Coal ‘sas Plant solves the gas manufacturing 
problem for 20 vears. Write us further for particulars. 
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The KOPPERS COMPANY 
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duct Coke & Gas Quens 


PITTSBURGH, PA. 
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GEO. STACEY & CO., 
MANUFACTURERS OF now 
GASOMETERS, 
Wrought Iron Roofs. at the 
#7 Gas and Coal Of Works, Weeught iron Bridges for service 


Railroads and other purposes, Wrought Iron 
Joists and Girders for Buildings, Bridge 
Bolts, Jails, and Cells, Etc. oO t e 
Manufactory, Ramsay street, opposite 0. & M. R. R. Depot, 
CINCINNATI, 0. as 
REFER TO: 4 
Cincinnati Gaslight Compan Covington. .» Gas Company. .- 
Cleveland, 0. Gua Compeng, | Seven Bonga ia. Gas Ger industry 
Davenport, Towa, Gas Co, Indianapolis Gas Company. j 
Nashville, Tenn., Gas Co. Dayton, O0., Gaslight Company. 


Madison, Ind., Gas Company. Terre Hau Ind., Gas Co. 
R. T. Coverdale, Engr. Cis, ” ; 


Roofs covered with either Corrugated Sheet Iron or Slate. ly 
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Incorporated 1880 













Henry RayxsHaw, Wa. Sracey. THos. H. Brecu, R. J. TARVIN, 
Pres. & Manager. Vice-Pres. Asst Manager. Sec’y '& Treas. 


THE STACEY MANUFACTURING CO. 


MANUFACTURERS OF 


Single and Telescopic Gas Holders, 


IRON ROOFS, BRIDGES, LAMP POSTS, 
Water & Oil Tanks, Coal Elevator Cars, Coke Crushers 


BEWCH CASTINGS, 


And all kinds of Wrought and Cast Iron Work used in the erection 
of Coal and Oil Gas Works. Rolling Mill Machinery and 
Heavy Castings a Specialty. 

FOUNDRY: WROUGHT IRON WORKS: 
Nos. 83, 35, 87 and 39 Nill Street. Noa, 16, 18, 20, 22, 24 and 26 Rameary Street. 


CINCINNATI, ©. 








5,000,009 cu. ft. capacity five lift Holder 
in steel tank 
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Reprint 1880 
THE STACEY 


MANUFACTURING 
COMPANY 


OF CINCINNATI 


J. FRANK STACEY 
President and Gen’l Mar. 


THOMAS C. RANSHAW 
Vice-President 


WM. F. DUNKER 
Secretary and Treasurer 


GEORGE H. CRESSLER YY \y 
General Sales Manager UN yys\\X 
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Education by Advertising 


Some True Talk on a Subject That Is Vital to All of Us 


By FRANK L. McCORMICK 


Question—\\Vhy are more hen’s eggs sold than 
duck’s? 

Answer—\V hen a hen lays an egg she advertises it 
to the world. but when a duck lays an egg no one 
knows of it but the duck. 

Moral—lIt pays to advertise. 

As to just how well it pays to advertise and along 
what lines from the gas-appliance standpoint is the 
purpose of this article. 

It is generally conceded 


that to-day have a tendency to clutter the market in- 
stead of steadying it. It would also have a direct 
effect in quality of construction and price averaging 
that to-day is such a puzzle to the gas industry that 
they themselves do not attempt to understand the 
whole broad field but consider only their own indi- 
vidual case. Another result would be in new instal- 
lations and replacements the buyer would know what 
he should have and not 
let the builder pass on 





that the point of satura- 
tion is a distinctly un- 
known quantity in the 
gas-appliance field to-day. 
In fact, the more deeply 
the subject is gone into 
the more interesting it be- 
comes from the point of 
future growth. One hears 
the statement made in all 
seriousness that ap- 
pliances are soon to be re- 
placed with electrical ap- 
pliances and that the fu- 
ture in the appliance in- 
dustry lies in electricity 
as the fuel. It is the 
writer's earnest recom- 
mendation to the people 
who feel that such is the 
case that they spend some 
of their spare time look- 
ing into the facts cover- 
ing the growth of the sale 


gas 


time.—Editor. 





The moral that Mr. McCor- 
mick draws goes farther than the 
printed words, for the reader will 
find that he means not only to 
educate our patrons but also to 
educate ourselves. 
sider one of the most virile arti- 


cles we have printed in a long 


anything that he chooses 
to buy, thinking only of 
cost every time, instead 
of the proper appliance 
that the tenant in new in- 
stallations has to live 
with, and in replacements 
the buying of appliances 
that may be good or bad 
from the right appliance 
standpoint, but utterly 
beyond the knowledge of 
the buyer to determine 
from the present informa- 
tion broadcast by the gas 
industry and the appli- 
ance manufacturer to the 
buying public. 

In the second place the 
using and taking care of 
the proper gas appliances 
to make for better homes 
and better living condi- 
tions with more sanitary 


This we con- 








of gas appliances and 
look a little further and 
vision the possibilities that such growth points out. 

There is no doubt but that quite a bit of the mis- 
information that is generally in the hands of the 
public can be directly traced to several causes that 
should be rectified in the.planning of policies cover- 
ing gas-appliance advertising. 

In the first place, some standard of rating appli- 
ances should be determined by the gas industry 
through the medium of their association and when 
these standards are fixed they should be continu- 
cusly advertised to the public by both gas companies 
and appliance manufacturers alike. This is one very 
important step and quite sweeping in its effect in 
several ways. A standard rating on each size gas 
‘ange and water heater would directly intluence the 
manufacturer in cutting out so many extra patterns 





environment in homes al- 
ready established or con- 
templated should be drilled into the minds of the 
public along the same way that the plumbing indus- 
try have driven home the message on plumbing and 
fixtures. 


Prove This to Yourself 


Uave you, Mr. Reader, ever gone into the average 
home to repair or work around the gas range or the 
water heater? If you have not had that experience I 
vould advise you to wear clothes that you do not ex- 
pect to use again for any other purpose before you 
start out to try it. This is particularly true in gas 
ranges. 

Tf this is true on gas appliances already installed, 
then the message that has been used about sanitation 
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in the kitchen by the gas industry and the appliance 
manufacturer to date has fallen short in both ways: 
in not converting the general masses of people to in- 
stall the proper gas appliances and when they have 
installed the appliances that were bought in not 
teaching them to keep their appliances clean. 

Another condition that exists that will some day 
have to be faced if the whole fabric of gas-appliance 
merchandising is to be constructed for permanent 
growth lies in the matter of the question of sincerity 
in advertising. 

Just as gas appliances should have a fixed standard 
of rating in types and classes so should a uniformity 
in price be practised in sales relations with the 
public. 

Because a consumer lives on one side of a river and 
is on the lines of a gas company that prices a gas 
appliance at a figure that is not consistent with good 
and lasting merchandising methods but simply a 
price given the public in order to “stimulate sales” he 
is able to buy such appliance at what is actually a 
below-cost figure. Whereas the consumer living on 
the other side of the river on the lines of another gas 
company that has honestly and properly fixed the 
proper selling cost for the same appliance in the mind 
cf the consumer believes he is being gouged when he 
is asked to pay a higher price than his neighbor living 
on the other side of the river. Result is loss of pub- 
lic confidence in the sincerity of both gas companies 
in their merchandising methods on gas appliances. 


A Source of Irritation 


The gas industry had better get together in keep- 
ing with the law covering such action and determine 
what the proper percentages are to add to the f. o. b. 
factory point of shipment on all appliances and broad- 
cast the findings to the individual gas companies so 
that a uniformity of price can properly be deter- 
mined and do away with the present mixed-up pro- 
cedures that every day are making friction and keep- 
ing ever alive in the public’s mind, “The gas com- 
pany ought to be put out of business for gouging the 
public.” 

There is something absolutely wrong in the fact 
that to date no effort has been made to standardize 
gas appliances in the public’s mind and their sale 
prices in about the same way that gas rates have been 
set and are reset according to conditions that develop 
through actual facts developed through adminis- 
tration. 

Put yourself in the public’s shoes and think how 
you would feel if you were in a town and wanted to 
buy a gas range. You do not know anything about 
gas ranges other than that you know that there is 
such a thing. Yet with your limited knowledge you 
have to make a purchase. 

If you should do a little shopping around to: get a 
line on prices and makes, you would get so confused 
that you would be at your wit’s end to know what to 
buy and from whom. You can see evidences of this 
zny day on the streets of any fair-sized or larger 
town. The same make of gas range wil! probably 
have as many different prices as there are dealers 
and probably the gas company, as it often happens. 
landling it. You do not know, but you wonder how 
many different qualities of the same make of gas 
range having the same size oven and the same num- 


ber of burners that the manufacturer has built for 
sele in your town. When you go out to buy mer- 
chandise from a department store, for example, you 
know that you can get different qualities of practi- 
cally the same style or type of merchandise, but it is 
beyond your power of comprehension as to how the 
same range can vary so in price and yet look the 
same. 


Another Puzzling Condition 


You probably meet with another very puzzling 
condition that you cannot get any explanation on if 
you grow curious and want to know. You can get 
wbout the same gas range that seemingly is built the 
same as every other gas range to your untrained eye 
for a variation in prices that would make a child 
suspicious of what kind of a game you are up against. 


The public ought to be told what manufacturers 
make gas ranges and water heaters, and every other 
type of gas appliance that conforms to the standard 
specifications of the gas industry, and they should 
further be told what these specifications are and how 
they safeguard the public in many ways and should 
be adhered to by the manufacturer to msure the 
proper gas appliances being placed in the hands of 
the public. Public sentiment should be aroused to 
the point that only such appliances as are built and 
endorsed by gas company laboratories would be 
bought and the others shunned as being undesirable. 


There is a merry game pulled off by dealers other 
than gas companies that the gas companies, through 
their lack of initiative have themselves to thank for 
and that ought to be gotten after vigorously. This is 
the handling of “price” gas appliances that in many 
cases are little better than iunk. 


The writer has recently learned of several cases 
where gas companies are carrying service charges out 
of all proportion to their appliance business: Gen- 
erally, that is directly the result of department stores 
selling such appliances much like a mail-order house 
sells cut-rate merchandise and, having sold it can 
very nicely wash their hands of the resultant trouble 
that is wished onto the gas company in the town 
where such appliance finally arrives. Were it not a 
serious matter it would be cause for real laughter to 
hear a gas-company manager admit that he is up 
against the public importing appliances on his line 
that give him more trouble than he knows what to 
do with or is equipped to handle. Little sympathy 
can be extended to any gas company that is so busy 
looking after the gas end of its business that it 
completely overlooks the importance of its relations 
with the public on the gas-appliance end of its busi- 
ness. 

Lighting by gas went out of universal use through 
neglect. 

Gas is so desirable as a cooking and heating fuel 
that the public must have it. Does it not naturally 
follow that the public should have its confidence built 
up instead of trifled with in their gas-appliance rela- 
tions with the gas industry? 


Too Many Coal Stoves in Use 
Statistics show there are far too many coal stoves 


in use that should be replaced by gas ranges, water 
(Continued on page 13.) 
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Taking Advantage of the Season 


A Side Line That Will Produce Real Orders 


By J. B. DILLON 


\ word in season spoken 


M calm the troubled breast. 
—Jeffrey. 
One of the favorite expressions we hear about this 
time of the year is: 
“Ts it hot cnough for you?” 
There is nothing in that question to fulfill the 
maxim of Charles Jeffrey, 


yet the answer that we as 


pliances—which I never had—I now have a stronger 
attachment toward gas appliances, for in truth I have 
seen them all and I know which is best. This is the 
way every gas-appliance dealer would feel toward the 
goods he handles if he would contrast them with 
other aspirants, and he would early become firmly 
cenvinced that what he sells gives honest results and 
he would feel more like hustling because when we 
know that what is ours is 
princely we take more 





gas-appliance dealers can 
and should make would 
be “words in season,” and 


that we can and should do 
by proper procedure to- 
ward advertising and ex- 
hibiting our wares. 


Some time ago a sales manager 


care of it and are more 
eager to let others know 
of our wonderful posses- 
sion. 

That we are not amiss 
when we mention tle 
need for advertising, 


During the convention : Warren Bishop in The 
of the Associated Adver- wrote an article for the “Journal” Nation's Busmess, after 
tising Clubs of the World . : an intensive study of la- 
held in Milwaukee during in which he told of the success he bels and_ trade-marks, 


June it was stated that, 
while there was only $1,- 
284,000,000 spent on ad- 
vertising, the sales 
amounted to $90,000,000,- 
000, and that fully $600,- 
000,000 of the amount 
spent in advertising was 
used via the newspaper 
route. 

From everyone who is 
qualified to judge it is 
freely stated that for local 


out ?—Editor. 





had with side lines. 
comes Mr. Dillon, who also advo- 


cates this idea. Have you tried it 


says that about one cus- 
tomer in thirty buys un- 
known, unadvertised 
products. 

Sterling Products, Inc., 
recently made a little test 
that proved conclusively 
that druggists who dis- 
played their well-known, 
continuously advertised 
products enjoyed an iin- 
mediate increase in sales. 
There are many druggists 


Now along 








retailing or to bring goods 
before the public the 
newspaper is the best medium, while, of course, be- 
tween manufacturer and the dealer, the trade journal 
stands prominently as the greatest aid of all times. 
After the newspaper or, better said, hand in hand 
with the newspaper, our show windows are the best 
channels for getting our wares before the public. 

Our competitors never fail to say the “word in 
season.” In fact, every day is a season for them to 
laud the merits of their devices. We mentioned in 
the AMERICAN GaAs JOURNAL some time since, the Den- 
ver Co-operative Electrical League was to build a 
complete electrical home. 

Not only did the Electrical League complete the 
home, but after it was completed they extended an 
invitation to the citizenry to visit them, and everyone 
calling was shown through the house and everything 
¢xplained in a few words. I went with the crowd and 
must in justice admit that it is a very nice home and 
that the designer is entitled to credit, but I can still 
find many reasons to insist that, for efticiency, 
«uicker and better results—yes, cheapness—gas ap- 
pliances are still monarchs of Culinarydom, and that 
{ I ever had any doubts about the merits of gas ap- 


who display the “un- 
knowns” and thus fail to 
secure for themselves their full share of the benefit 
of big advertising that costs them nothing but which 
creates demand for standards. 

Is it not fair to believe that what the Sterling peo- 
ple found among the druggists will be found among 
cther businesses? 


Hooking Up with the Fourth 


The Fourth of July its Independence Day and for 
this our hearts should hold a full measure of rever- 
ence and love for the patriots of old who made Inde- 
pendence Day a reality, and then we should think of 
our mothers, wives, sweethearts and daughters who, 
while celebrating in mind sweet thoughts of dear old 
Liberty Bell and hear in fancy her tone which in the 
days agone sang out, “We're free, we're free!” sink 
with a sad heart in the kitchen, a slave to the torture 
of an old coal stove. Can such a woman feel that she 
is independent? No! A thousand noes! She would 
be a slave of neglect, and in many cases the fault is 
that of gas-appliance dealers because they did not say 
the “word in season.” 
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When July rolls around, canning season will have 
started in some sections. Think of the dread a 
woman must have who is forced to do her canning by 
the side of the torridness of a coal stove. The heat 
is unbearable, the fire unsatisfactory, as it varies too 
much, yet the woman wrestles with it so that man 
might enjoy the fruits later on. 


Now that I have mentioned the canning season I 
am reminded of the value of stoneware for food con- 
tainers—a commodity that would make a splendid 
side line for any gas-appliance retail dealer. If you 
inave any doubts about the value of stoneware for 
preserving, perhaps what the Western Pottery Com- 
pany, of Denver, has to say on the subject may be 
able to convert you and at the same time lubricate 
your cash register: “Though stoneware was used 
extensively by our grandmothers as a container for 
foodstuffs, the trained housewife of to-day knows 
even more uses for it. Modern methods of food pres- 
ervation make stoneware more and more important. 
It enables the housewife to effect big savings in 
foodstuffs. 


“Stoneware keeps moisture in or out as desired. It 
protects foodstuffs against light exposure, which 
often affects quality. It resists heat and cold alike. 
It is absolutely sanitary and easily cleaned. It never 
wears out. It never burns. It cannot come apart. 


“All these things mean big economies to the house- 
wife. They mean she can save her foodstuffs for a 
much longer period and still have them fresh. Bread, 
cookies, cakes and pastry keep fresh longer in stone- 
ware jars. Fruits and vegetables keep firmer and 
fresher. Salt, spices, tea and coffee, flour and cereals, 
milk, butter and cheese, all keep better. Preserves, 
jams and jellies are more tasty and tempting in ap- 
pearance if kept in special wax-sealed or self-sealiug 
jars. All sizes of stoneware containers are prac- 


tically indstructible. 


“Meats, eggs, vegetables, fruits, berries and all pre- 
serves keep better in stoneware than in any other 
container. Stoneware is the best container for cider 
and vinegar.” 

Quite true, glass jars for canning are excellent: 
still they are easily broken and do not fulfill the mis- 
sion as well as a stoneware jar, and then a little nov- 
eity now and then is relished by many. After the 
jams and jellies are emptied from the stoneware jars, 
the jars can be used off-season for many other pur- 
poses—more so than glassware. Hence it is that it 
would seem reasonable to suppose that stoneware 
will make a dandy side line. 


Using the Side Line 


In mentioning the side line, or any line of goods, 
Tt am reminded of an article in the Rocky Mountain 
Druggist. It reads: 

“The old saying, ‘If you don’t stock a certain line, 
you cannot sell it,’ is true. However, wili this mere 
statement really sell the goods? In looking over the 
stocks of retailers, this fact is paramount—that dupli- 
cation, triplication and manifolding of some lines 
which are on the shelves of retailers, and waiting for 
buyers, is wonderful. One may justly wonder why 
did Mr Retailer buy so many kinds and quantities 
of similar and corresponding lines of merchandise 





when his stock was fairly complete; was it on ac- 
count of the prettier label, the more attractive pack- 
age, or the winning ways of the salesman? 

“One reason for reckless or imprudent buying is, 
Mr. Retailer is told that Mr. Neighbor bought the 
new line or is selling scads of it. Jealousy or greed 
in merchandising has financially ruined many a good 
and solid merchant. 

“Tf novelties or new goods must be purchased, why 
not buy the smallest quantity? The vendor of such 
articles is more than anxious to see them placed in 
your stores regardless of how much you buy. 

“Each retailer has or is only entitled to such vol- 
ume of business as his community can consume or 
use. Ihe policy of capturing the other fellow’s busi- 
ness is dangerous. The other fellow ‘may seem’ to be 
a hustler or a speeder and may seein to sell a world 
of <vods, when in fact he is not, and if you buy-more 
than sufficient to supply your trade and his you will 
be “stuck,” and stuck good and plenty. In order to 
buy carefully this fact must not be lost sight of: 
Goods sold may readily be replaced; this indicates 
small buying and safe buying. Many merchants have 
learned that season or holiday goods should be 
bought carefully. Look around and note the stocks 
of holiday goods, holiday postcards and fireworks, 
which are carried over ‘until next season.’” 

While moderation in buying is necessary, there 
should be no lack of determination to sell what you 
have bought and that can best be done by being ever 
politely aggressive within your store and heralding 
your wares via the newspapers and your show 
windows. 

Good ideas for newspaper advertisements. show- 
card copy, etc., may be obtained from the following: 


Blaming the Delicatessen 


The Philadelphia Public Ledger says, “The prac- 
tice of carrying a hungry man’s dinner home from 
the delicatessen shop has broken up more homes 
than wine, women and song.” 

We might add: Why carry home amy delicatessen 
food when with a gas range you have only to touch a 
match to get an instantaneous flame and a first-class 
meal within a few minutes. 

Other advertising sentences, to be used anywhere, 
are: 


No excessive heat, no wood, no coal, no ashes. 
Just an honest cooking heat—with a gas range. 


Don’t waste your money on a summer resort 
to avoid the heat. Spend your money wisely and 
effectively. Get a gas range. 


Excellent cooking, frying and baking with 
minimum heat. Use a gas range. 


The coolest summer kitchen is one that uses 
a gas range. 


Every woman in this town is happy if she has 
a gas range. 
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Hundreds of these little sayings can be shown and 
they are not only true, but they have a sales value. 
Keep it up. 

For a July window display place your favorite gas 
range within your window, letting Old Glory crown 
it, and for a card sign: 


INDEPENDENCE 


Day is July 4, but not for a woman who must 
suffer with an old coal stove. 

If George Washington was here now he would 
yet Martha one of our gas ranges. 

You like the results of George’s work, why not 
do as he would—make the life of your female 
loved ones more comfortable. 

It does not require much money, although you 
may have thought so. 

Come in and let us talk it over. 


Another card: 


OLD GLORY 


Floats over the land of the free. Aim’t afraid of 
nothin’, but says he prefers a gas range kitchen 
because it is symbolic of independence. 


Yes, indeed, a gas range user is independent of 


cxcessive heat, wood, coal, ashes and a fluctuating 
cooking heat. 
heep eternally after customers, but George Washing- 


It may all seem humdum to you to 


ton said. “Eternal vigilance is the price of safety,” 


and a survey of things accomplished will prove to 
you that George was right and that only diligence 


and sticktoitiveness make things secure. 

Gas-appliance dealers need far no rebuke in the 
open market, because their wares will do the work 
cheaper, better and quicker and, as that is what peo- 
ple want, tell it to them, and sell it to them. 


Water-Heater Campaign 


Also Something About Mantles as Gas Savers 


By WILLIAM BLISS STODDARD 


There are many sections of the country where 
furnaces are not required, and there are many others 
where they are not operated during the summer. 
What, then, are the people going to do for a quick 
and economical way of heating water for the bath, 
and for domestic purposes? The answer is—the con- 
venient little gas hot water heater. This is the time 
to push it to the fullest extent. Take a look at the 
distinctive ads used by gas appliance companies in 
several of the larger cities, and see if some of these, 
modified to suit different sections, would not ginger 
up the advertising campaign you are going to under- 
take. 

The Gas Appliance Company, San Diego, Cal., 
urged the bath-a-day plan followed so largely in Eng- 
land, saying: 


BATH A DAY IN THE UNITED STATES 


Unlike our English cousins, we Americans do 
not care for the cold sponge bath, and to follow 
strictly the bath-a-day idea, plenty of instant hot 
water is required. For $20 down you can install 
an automatic gas water heater in your own 
home. Do it now! 


Then followed a write up of the special advantages 
of this brand of heater. 


The San Diego Consolidated Gas & Electric Com- 
pany had a very clever ad showing the advantage of 


«a hot water heater at housecleaning time. While 
written for the spring housecleaning, it would be just 
us applicable to the fall renovating season. The ad 


was captioned: 


HOT WATER FOR HOUSECLEANING 


There’s still time to get a hot water heater in- 
stalled before your fall housecleaning if you 


place your order at once. We don't have to tell 
the housewife the advantages of hot water at the 
kitchen tap, in unlimited supply, at house- 
cleaning season. This is the time to have a hot 
water system installed, just before you “tear up” 
preparatory to winter comfort. 


This company, it will be noted, was neutral in re- 
gard to the type of heater to be installed, merely 
bringing out the advantage of having hot water ac- 
cessible at all times. 

Was there evera woman who liked to wash dishes? 
Consider then how this dishwashing ad of the Ever 
Ready Heater Company, Los Angeles, Cal., would 
appeal to thousands of housewives everywhere: 


DISHES TO WASH THREE TIMES A DAY 


How about the hot water? 
the teakettle or pan? 

Why not “just open the faucet”? 

Come in and let us show you a splendid water 
heater. 

Pretty handy to “just open the faucet” any 
time of day or night and be able to draw instant- 
ly a cupful or a tubful. Close the faucet and all 
expense stops instantly. 


Do you heat it in 


The Columbia Railway, Gas & Electric Company, 
Columbia, S. C., recently put over one of the most | 
effective campaigns in the history of their business— 
the same being to give publicity to an automatic 
heater. They took three-quarters of a page to make 
their announcement, the same being based on the per- 
fect satisfaction the heater was giving in the Gov- 
crnor’s mansion in Columbia. The ad was adorned 
with a cut of the Governor’s home, and also with a 
heater, and was captioned: 






















































AMERICAN GAS JOURNAL. 





July 1, 1922 























































; IF THE GOVERNOR OF NORTH CARO- 
LINA SHOULD ASK THE GOVERNOR 
OF SOUTH CAROLINA HOW HE KEEPS 
IN HOT WATER 

would be the answer. 
For the home; for the smallest cottage ; for the 
largest building; for every purse and purpose, 
hot water. 








Brewer, who wrote the ad, said: 


South Carolina?’ 


days, was, ‘It’s a long time between drinks.’ 


peated the headlines and the new answer. 


ranges and two two-burner plates.” 


How They Do It in Balt'more 
(Window Display, Baltimore Consolidated Co.) 


plays. 
effective than the printed page. 
special features of the heaters displayed. 


either inside or outside the store. 


announced: 


Hot water at the turn of the faucet. 


Try it 
and see. 


The balance of the ad went on to state the particu- 
lar advantages of the heater, and advised that special 
demonstrations of same were being given each day 
that week in the company’s showrooms. In speaking 
of the wonderful success of the campaign, FE. D. 


“You have heard that old query, ‘And what did the 
Governor of North Carolina say to the Governor of 
The answer, in preprohibition 
I hap- 
pened to think of the ancient question and brought it 
up to date by making the subject hot water instead 
of hooze. The ad appeared on Sunday and on Mon- 
day the people poured into the gas office and re- 
The gas 
company sold during hot-water week sixteen auto- 
matic heaters, three tank heaters, five cabinet gas 





Of course, to be effective all newspaper advertis- 
ing must be backed up by window and interior dis- 
Indeed, by some these are considered more 
And just a display 
of heaters is not very impressive—there should be a 
background, and there should be cards telling of the 
And most 
important of all, there should be a demonstration, 
The Kalamazoo 
Gas Company, Kalamazoo, Mich., placed a stand out- 
side the store, connected by a pipe with a hot water 
heater inside the store. A card by the porcelain stand 


The latent curiosity in the average human ied 
great numbers to turn the faucet—where hot water 
at once gushed forth. At the bottom of the caida: 


Wouldn’t you like to have it in your home? 
Step inside and ask for full information. 








A Peoples Gas Light & Coke Co., Chicago, Winiow 


The Peoples Gas Light Company, Chicago, IIL, 
had an interesting window display. At one side was 
a large tank with gas heater attached, while down in 
front was a heater with the coils exposed. In the 
rear, on a long shelf, were placed a number of the 
convenient heaters, while cards down in front and 
beside each heater, called attention to its special good 
points. 

In addition to window and newspaper advertising, 
there is the circular letter, which may be very effec- 
tive or a sheer waste of time and paper. It all de- 
rends on the way you get your message over. A 
humorous letter, with more than one grain of truth 
in it, recently issued by the Norwood Gas Company, 
Norwood, Mass., was used as a “foll.w up” for a gas- 
heater circular. It was supposedly frum the hand of 
the office boy, and was full of mistake: in spelling, 
capitalization and punctuation. A paragraph from 
same will give an idea of the construction of the 
whole 


deer Frend : 

my boss is mad an Ime afrade ile git fired thats 
why ime ritin i Swiped this paer outen the waste 
basket to rite you a leter on/ 


The entire letter read: 


My boss wrote you a letter and when he’s done 
writin he gives it to me and I put it in with your 
bill, then I lick the letter shut and put a stamp on 
it and mail it—but my boss is mad. You didn’t 
come in to look at our GAS RANGES and 
TANK HEATERS, and my boss is sore at me 
and says I didn’t put no letter in with your bill, 
or else I didn’t mail your letter, and I’m afraid 
he'll fire me—that’s why I’m writing this letter 

(Continued on page 13.) 
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Use These Salesroom Stunts 


Things You Ought to Know About Your Sales Floor 


By FRANK H. WILLIAMS 


Here are some things you ought to know about 
your salesroom if you are to boost the safesroom in 
such a way that it will sell more and more appliances 
for you from week to week and from month to 
month: 

How many people come to your salesroom each 
month. 

How many of these visitors to your salesroom pur- 


That this month you sold appliances to a greater 
percentage of all visitors to your salesroom than you 
sold last month. 

That you sold to a greater percentage of feminine 
visitors than last month. 

That’ you sold to a greater percentage of male 
visitors than you sold last month. 

Do you now know whether or not your salesroom 

is accomplishing this 





chase appliances when 
visiting your place of bus- 
iness. 


How many men visi- 
tors there are. 

What proportion of 
men visitors buy appli- 
ances. 

How many women visi- 
tors there are. 

What percentage of 
women visitors buy ap- 
pliances. 

What percentage of all 
the visitors to your sales- 
room each month pur- 
chase appliances. 

Whether or not the dif- 
ferent arrangement of 
your salesroom every 
now and then stimulates 
business appreciably and 
which arrangements 
stimulate business the 
most effcctivelv. 

What effect the stunts 
you stage in your sales- 


—Editor. 





We know of lots of gas com- 
panies that are getting results by 
just such stunts as Mr. Williams 
outlines, but we would like to see 


these ideas in more general use. 


progress from month to 
month, or whether or not 
it is simply standing still 
or whether or not it is 
slipping backward? 

If you don't know these 
things about your sales- 
room, get busy and find 
them out. Unless you do 
know these things you 
don’t know the really vi- 
tally important things 
about your business. 

With this data in mind, 
let us now consider some 
of the stunts which you 
can put on from time to 
time which will be effec- 
tive in increasing the pro- 
portion of monthly visi- 
tors to whom sales of ap- 
pliances are made. 


Always Interested in 
Demonstrations 








room from time to time 

have on increasing the proportion of sales to the total 
of visitors and which stunts are the most effective in 
coing this. 

When you know these things about your salesroom 
you will be in a good position to go ahead intelli- 
gently with various stunts and to know definitely 
just where you get with these stunts. 

For instance, if your data on past experiences in 
your salesroom show that the most effective stunt 
you have ever put on in your salesroom in increasing 
the proportion of visitors during a given month who 
purchase appliances is a demonstration, then in the 
future when you plan for another demonstration you 
can be pretty certain in advance just what number 
of sales will be made. Therefore you will know how 
many appliances to get in stock, how much you can 
afford to expend for exploitation and advertising, 
and so on. 

Like all other successful businesses, the salesroom 
of a gas company should show a definite progress 
from month to month. If your salesroom does show 
such progress your data about your salesroom will 
uncover these facts: 


People are always in- 
terested in demonstrations. This being the case, you 
cught to see to it that around bill-paying time, when 
the greatest number of visitors comes to your place 
of business, you have a demonstration taking place 
on the days and at the times when the crowds are 
the thickest. If this demonstration can be made to 
apply to cooking, so much the better. Everyone is 
interested in food. The sight of food being prepared 
would attract people and get them to stop, and from 
the food itself their attention could be very easily di- 
rected to the appliance on which the food was being 
prepared. 

3y having a demonstration of this character at 
this particular time of the month it wouldn't be nec- 
essarv to go to a lot of expense advertising the affair 
for the purpose of getting people to call around and 
see the demonstration. The people would be sure to 
be there because they’d come to pay their bills, so the 
only cost of the stunt would be the salary of the dem- 
onstrator, which wouldn’t be large for the few days 
the demonstration was on, and the cost of the prod- 
ucts used and the fuel consumed. 

If you haven’t something interesting, like a demon- 
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stration, going on in your salesroom during the heav- 
iest time of bill-paying during the month, you are 
Why is it that some gas com- 
panies stage demonstrations in their salesrooms dur- 
ing the slack times of the month and spend a lot of 
money in advertising for the purpose of getting folks 
to attend the demonstration when by staging the 
same thing at the bill-paying time of the month the 
folks will come to the salesroom without advertising ? 


passing up a good bet 


Attracting Attention 


In addition to staging a demonstration you could, 
every now and then, have a registration book ar- 
ranged for the salesroom visitors to sign and at the 
same time give the sort of a gas appliance they have 
in the:r homes. To get the people to sign the book 
you might place this sort of a placard over the book: 


WHAT APPLIANCE SHALL WE 
DEMONSTRATE NEXT? 

\Ve want to stage a demonstration next month 
at this time of the month of some appliance 
which is in wide use among our patrons. Won't 
you help us out in this matter by signing your 
name and address here and giving the kind of 
vas appliances in your home? This will enable 
ws to see which appliances are in widest use 
"among our patrons and thus frame the coming 
demonstrat’on accordingly. Or vou micht indi- 
cate what sort of an appliance you would like to 
see demonstrated, although you do not own it. 
In this case please indicate this fact by a cross 
placed after the name of the appliance. 

Help us out in this—we'll appreciate your 
kindness in doing so. 


This sort of an appeal would be certain to get re- 
sults, as most folks like to sign their names. And 
such a stunt as this would be of real benefit to your 
company. It would not only indicate what appliances 
you should demonstrate next but it would also put 
you in touch with a number of prospects for other 
appliances because where the signers indicated that 
they wanted to see certain appliances demonstrated 
which they did not own, it would show that they 
were greatly interested in these appliances and you 
ought therefore to be able to sell them easily. 

You should, too, have diagrams placed at strategic 
points about your salesroom showing graphically just 
what will be saved in time and in money by using the 
various appliances you are selling. It would be a 
simple matter to get up such diagrams. Many of the 
folks coming to your salesroom at bill-paying time 
and at all the other times of the month would be in- 
terested in looking at these diagrams, and from look- 
ing at them the folks would get a strong urge to buv 
the appliances. 


Using a List of Purchasers 


It would be a good stunt, too, if you could have 
typed or printed lists of the various people who have 
purchased different kinds of appliances from you, and 
if vou could have these lists handy to appropriate 
appliances—that is, the list of people purchasing a 


particular kind of appliance should be placed next to 
such appliances in your showroom. 

A stunt of this sort would prove interesting to 
many people as they would like to thumb through the 
Various lists to see if they could find the names of 
some of their friends and neighbors. And, too, such 
iists would be imposing visual evidence of the great 
number of people purchasing the various appliances 
you are selling. Which, of course, would be a strong 
inducement for other people to go and do likewise. 

Your salesroom is a tool for manufacturing more 
appliance business and more money for your com- 
pany. It will do more work and better work for you 
each month if you keep it sharp and effective by some 
of the means suggested above. 

Get the utmost possible out of your salesroom. 





Tests of Chickaloon Coal 


Mine samples of coal from the Chickaloon field in 
Alaska, submitted by the Naval Alaskan Coal Commis- 
sion, have been analvzed at the Pittsburgh, Pa., experi- 
ment station of the Bureau of Mines. The analyses 
show high ash, low volatile coal, but it is hoped that the 
washing may greatly reduce the amount of ash. The 
Department of the Interior recently took charge for the 
Navy of the Chickaloon mine, the Coal Creek mine, and 
other prospects on Government reservations. Opera- 
tions were placed in charve of the Alaskan Engineering 
Commission, the inspection, however, remaining under 
the Bureau of Mines. The Naval Alaskan Coal Com 
mission mined during the month of April from the 
Chickaleon mine 2,352 tons and from the Coal Creek 
mine twenty-three tons. This coal was mined for the 
purpose of obtaining a large sample for naval testing. 
‘the Alask>n Engineering Commission is prospecting 
for coal with a diamond drill at Chickaloon. 





Tests of North Carolina Coal 


Arrangements have been made for the shipment of 
two 1,000-Ib. samples from the Deep River coal field of 
North Carolina to the Central experiment station of the 
Ikureau of Mines at Urbana, IIl., for coal-washing tests. 





Carbonization of Lignite 


Arrangements have been made by the U. S. Bureau 
of Mines for experimental work in the carbonization of 
lignite, to be performed during the summer at the Uni- 
versity of North Dakota, Grand Forks, N. D. The 
work will consist of experiments in making lignite char, 
used for domestic fuel, without briquetting or further 
treatment. W. W. Odell, fuel engineer, will represent 
the Bureau of Mines in this work. 
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By WILLIAM H. MATLACK 


Put in a Picture 


Art for art’s sake is all very well, and it is a fine 
thing to employ in connection with advertising, but 
we can't all be artists, nor can we always afford tc 
employ them, yet we can make our advertisements 
attractive by making it a rule to put in a picture. 

Pictures attract attention to your advertisements 
and, no matter how small the space used in your ad- 
vertisements, put in a picture. 

What can be done in small space would fill vol- 
umes, and no attempt will be made here to do more 
than offer twelve suggestions for use in single- 
column space omitting all thought of explanation 
This round dozen is offered for what they may be 
worth and with the hope that they will furnish sotme 
ci the readers of the AMERICAN Gas JoURNAL with an 
idea or two. 

\s those who read the articles in this department 
well know, it is our contention that to succeed, to get 
ahead, to maintain our place in the sun, we must 
keep everlastingly at it. We must advertise our ser- 
vice, our efforts, our appliances and our ideals. We 
must tell folks what*we are doing and what we hope 


t«» do and drive home the fact in plain talks with them 
in the columns of our daily and weekly papers. 

[ook these suggestions over, then seek the editor 
or the advertising manager of the paper in your town 
and tell him that you want to work out a continuous 
advertising campaign and that it is up to h'm to help 
you put in some pictures and you will be surprised at 
what he will have to offer. 

Put in a picture and use no type face smaller than 
ten point, with a plain face. Lay out your advertise- 
ments so as to secure ample white space around the 
cntire body of the ad. Write your copy as though 
your prospect were sitting across the desk from you, 
then “boil it down” to the fewest number of words 
possible to tell your story Keep away from litera- 
ture: put that in a booklet for home consumption, 
when folks have time. 

This is just a plain picture, as | see it, free from 
frills and flapperisms—one view of the results of ad- 
vertising and selling efforts of the great and near 
great 1n a survey made to ascertain how the national 
advertiser, who has arrived, employs smal! aly ertis- 
ing space to keep before the people. 


(Continued on page 12.) 





GOOD doctor says, “I know 
of no one thing that contrib- 
utes as much to.the health and 


Ta 





happiness of the nation as an 
abundant supply of HOT 
WATER. 

“Many times have I advised 


that 
BATH daily. 





store 


a good hot one be taken every 
day.” 
Hot water service is an essen- 


tial to the modern home—hot 
water service such as may be 
had by the use of a 
gas-fired water heater. 


City Gas CoMPANY 





Keep cool by 


An automatic 
heater assures 
abundant HOT 
ply at all times. 

All sixes on display at our 


or 
‘phone for our water-heater man 
to call at your home. 
City Gas CoMPANY 





Some Suggestions for Illustrating Your Ads 


hy MAMA A 
any hour 
tag — 7” 
taking a HO’ 
gas-fired water 


you of an ever 
WATER sup- 





that there is a need for HOT 


WATER SERVICE 
had if you own a 
age gas-fired water heater. 


it may be 
- stor- 


City Gas CoMmPANY 
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GASOGRAMS 


By FRANK FARRINGTON 





Running your plant until a breakdown comes before investigating the need 
for new parts is no different from driving your automobile without stopping 
for gas until the gas tank goes dry. 


Urge your patrons to have their gas lighting and heating equipment in- 
spected NOW instead of waiting until the fall need for more light and heat 
arrives, in company with a general call for help. 


When you send somebody out to collect overdue bills from the delinquent 
consumers, don’t send a person who will get into arguments or who will make 
trouble by unnecessary and improper threats and promises. To get the money, 
don’t treat ’em rough; treat ’em right. 


If you are troubled with loafers around the office, see that there is nothing 
for them to sit on and they will grow discouraged and drift away. Loafers 
hate to use their backbones. 


A pleasant voice and an unhurried manner are very important in answer- 
ing the telephone in your office. It costs no more to be agreeable over the phone 
and it makes people feel more friendly toward you and toward your business. 


When patrons and consumers come to complain, let them do most of the 
talking. Don’t argue with them. Yield in every proper way to their demands. 
Go as far as you can to please them, but don’t argue. 


When you install a gas range, follow up the sale by calling or telephoning 
to ask whether it is working satisfactorily or not. This gives you a chance to 
forestall complaint and sometimes to prevent trouble. 


Don’t try to carry your business affairs under your hat. Get all transactions 
down in black and white. Then file your papers where you can find what you 
want when you want it. 


In building up bigger business, work hardest to fill up the valleys in the 
load, rather than adding to the peaks. 


What are you doing to get new families, new business enterprises, in 
town to use your form of light and heat instead of some other form supplied by 
some other concern? Get after the business of the newcomers as soon as théy 
arrive. 


Use every care to avoid such bookkeeping mistakes as make it possible to 
bill a consumer a second time for the same item. One or two such mistakes 
will cost you the confidence of your patron. 


In advertising service of equipment, see that you tell what you do do, not 
what you do not do. Pass up the negative advertising and emphasize the posi- 
tive kind. 
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As the Journal Views It 








1922 a Record Year 


It would seem as if greater activity was being put 
forth this year in developing the appliance business 
than ever has taken place in the history of the gas 
industry. Practically every section of the country is 
represented in reports in which it is stated that the 
sales departments are far ahead of the mark they set 
for themselves, which in all cases was an extremely 
high one. It is significant also that not one particular 
kind of appliance is represented in the sales activities, 
but rather that all lines are being sold. Another 
striking fact is that the sales have not featured price 
but rather have dwelt on the efficiency of the appli- 
ance that is offered. This is an extremely interesting 
development because it means that the work of the 
American Gas Association has borne fruit. The re- 
sults that are obtained from the sale of am appliance, 
particularly if the results are economical, are of very 
great importance, far more than the original price of 
the installation. 

It is significant also that it has not been a spas- 
niodic efiort that has produced the result described, 
but rather that the so-called campaigns are only a 
part of the general effort that is being made to make 
the appliance businéss a twelvemonth activity, in 
place of a seasonal proposition. According to infor- 
mation that has come to hand, some of the companies 
have more than doubled the business done in the year 
of 1921, for the first five months. If this ratio is 
maintained throughout the year it can be seen that a 
tremendous increase in the sale of gas will result. 
The point of saturation of appliances is far off and 
therefore every company has an excellent oppor- 
tunity to make its selling effort a very strenuous one. 
It is noteworthy that much of the business that has 
been secured this year has been in the line of addi- 
tional outlets. rather than for replacements, and the 
meaning of this can easily be read by any gasman. 

The steady return to normal conditions is a most 
potent factor in the outlook for the year of 1922. 





Paying for Sales 

Just how keen is competition in the field of mer- 
chandising of gas-consuming appliances? That is a 
question that frequently is discussed by men who 
are facing the problem of selling to patrons of gas 
companies, and men who are in a position to know 
tell us that dealers and plumbers are becoming more 
and more active in this field. 

In a paper read before the commercial section of 
the Empire State Gas and Electric Association dur- 


ing the past week, H. B. Hindon states that there are 
two primary causes why this competition is becom- 
ing felt by gas companies. The first reason he gives 
is that during the war many gas companies aban- 
doned their commercial or new-business departments, 
with the result that they lost many men who are 
thoroughly familiar with this work and who have 
devoted years of their lives to merchandising efforts. 
The second reason also has to do with the employee, 
for he says that gas compamies as a rule do not make 
it worth while, from a monetary standpoint, for a 
man to regard the business as a lifework, with the 
consequence that they are driven to other lines of en- 
deavor or enter the employ of dealers and accord- 
ingly become rivals of their former associates. 

The question raised by the latter point, that of 
remuneration, is a most serious one, and has long 
been the subject of a great deal of discussion, for 
practically every company has its own method of 
arranging the scale by which salesmen and sales 
managers are paid. There is no more vital question 
to be decided than this, for unless a man is content 
and is assured that his effort will be appreciated in a 
substantial way he will not seek to gain results in as 
whole-hearted a manner as he might. We do not 
attempt to say that all salesmen and sales managers 
are underpaid, for that is far from the truth; but we 
do point out the fact that the gas industry needs the 
best men obtainable, and unless they are secured, 
then all of our efforts will have gone for naught. 
It is a mighty serious problem for any executive and 
one which cannot be disposed of in an offhand man- 
ner, but we believe it warrants a very deep study. 





Coal Conference Called by President 


As this issue of the American Gas JourRNAL is going 
to press, a conference of the coal operators and 
miners has been called by the Federal Government 
with a view to settling the strike. It is said that out 
of this conference it is the hope of President Hard- 
ing that there may come a very real solution of the 
problem. We are told that a survey of the gas in- 
dustry shows that most companies have on hand 
about a sixty-day supply, as of June 15. There are 
isolated cases, however, where some of the gas com- 
panies are not so fortunately situated, and it is hoped 
that any action that may follow the conference ir. 
Washington will he immediate. Probably before the 
next issue of the JouRNAL is published there will be very 
definite announcements from Washington. 
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Here and There in Selling An American, an Emperor, 
* nn ti 9. and everyone living demands 
(Cones Sees good HOT WATER SERVICE 





The Emperor of Japan, it is 
reported, has ordered an Ameri- 
can-made gas-fired automatic 
water heater for the royal 
diggin’s. 

The American who has not in- 
stalled a gas-fired water heater 
can’t afford to let his roval nibs 
get anything on him. Come in 
to-day and let’s decide on just 
the right type for your home. 
City Gas CoMPANY 





City Gas CoMPANY 





When the dishes are to be 
washed, when there is scrubbing 





. ' . to be done, when the “wash 
ee eng oe lady” arrives, when the children 

‘ to be bathed, when pa wants 
when they have and use age ; 


a shave or when the wife dells 
up, the eternal question, “Is 
there any HOT WATER?” be- 
comes a thing of the past if you 
possess a gas-fired automatic or 
storage water heater such as we 
recommend and install on the 


> Co 
= p — ) ee) La divided-pavment plan. 


Crty Gas Company 





Sa=.4 = 


such as we are trying to main- 
tain. 
City Gas CoMPANY 





the ——_———._ gas-fired water 
heater never sleeps, but is ever 
ready to supply thirty gallons of 
piping hot water at a turn of the 
spigot. 

Have one demonstrated the 
next time you pass our store. 

City Gas CoMPANY 





You want expert advice regard- 
ing money seek vour barker. If 
you want authoritative legal 
council consult an attorney; but 
if vou are at loss regarding the 
means of securing HOT WA- 
TER SERVICE ‘phone or call 
upon us. 
City Gas CoMPANY 





| c 


iD 


Gas Service when and where 
you want it at all times in just 
the right quantity for heating, 
cooking, heating water and for 
eleven hundred and ninety-eight 
other purposes. 

That is what we mean by 










genie, ie 

Meas? Lew 
3: wee 
sz 

Sane Meera” 











any spigot in the house marked 
“Hot” and you may be assured 
of an abundant supply of HOT 
WATER. 

That is HOT WATER SER- 
VICE made possible by the use 
of a ————— gas-fired water 
heater. 

City Gas CoMPANy 





Oceans of HOT WATER for 
any and all purposes—for one 
bath or a dozen, for the dishes 
and laundry— 
I YOU have a gas-fired au- 
tomatic water heater HOT 
WATER can be had at the turn 
of any spigot marked “Hot.” 


City Gas CoMPANY 
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Water-Heater Campaign 
(Continued from page 6.) 


My boss says if people knew how handy and 
convenient GAS TANK HEATERS were every- 
body in town would have one and we would have 
so many orders that we couldn't put them all in 
before next year They sure are peaches ’cause 
everybody like them. ; 

And I want you to please come in and see our 
display, and tell my boss you got the letter all 
right and that I’m not to blame. 

Please do it quick ’cause I’m in trouble. I need 
my job. That’s why I’m writing. So please 
come in so I won't get fired. He is there every 
Friday night. 

From yours truly, 
The Office Boy, 
NORWOOD GAS COMPANY. 


All of these agencies—window display, newspaper 
advertising, circular letters and actual demonstra- 
tions—combined with special prices for cash, or easy 
time payments, will place the hot water heaters much 
in the public eye, and when in addition good service 
1s guaranteed, will greatly increase the sale of these 
handy gas appliances during the summer months. 


Mantles as Gas Savers 


A practical demonstration of the vast saving in gas 
caused by the use of mantles was recently given in 
tie display window of the Baltimore Gas Company, 
ERaltimore, Md. The floor was covered with an Ori- 
ental rug and on two mounds covered with red velvet 
were placed gas burners, one with mantle, the other 
the old-style open flame. Between them was a tall 
card, four by six feet, on which in bold letters was 
printed : 


Fix this fact in your mind and don’t forget it: 
Every time you light an open-flame burner you 
waste half the gas. 


A large white circle, lettered in red, in front of the 
open flame, read: 


Two times the gas, one-half the light. 
A card at the base of this burner said: 


Every oven-flame burner uses approximately 
six to seven feet of gas per hour. 


Attached to the jet with a mantle was a circular 
card on which was printed: 


Two times the light, one-half the gas, 


while a card at the bottom read: 


The mantle burner uses approximately three 
feet of gas per hour. 


On each circular card was a dial which slowly 
traveled over the face, showing the amount of gas 
consumed, and a card called special attention to this 
fact: 


Watch the dials. 
by meters. 


The gas is being regulated 


The vast difference in the quantity of light givcu 
by the two burners, as well as the practical Gemon- 
stration of double consumption of the open flame, 
brought home more effectively than any words the 
advisability of having all burners equipped with 
mantles. 





Educating by Advertising 
(Continued from page 2.) 


heaters and other gas appliances. The sale of hot 
plates that are economically and fundamentally 
wrong continues with unabated fervor. Further, a 
visit to many fine homes in different parts of the 
country has been made by the writer and in far too 
miny cases gas ranges, particularly of the old- 
fashioned type, worthy only of ancient and honorable 
mention, whose period of usefulness both as to de- 
sign and structure, if such period ever did really 
exist has long since passed away, are still being used 
every day. Talk about replacements! I would like 
to see a set of authentic figures as to the actual re- 
placements of all kinds that should be made right at 
this time all over the United States. 

To revert to the moral at the beginning of this ar- 
ticle, the duck’s eggs are absolutely gas appliances. 
he manufacturer is up against quite a problem to 
correct the existing condition through the gas in- 
dustry without the gas industry taking the initiative 
and leading the way. 

If you doubt some of the statements regarding the 
public’s mind about gas appliances, ask your neigh- 
bor these three questions: 

Is gas an expensive way to heat water? 

If you had to buy a new gas range, what would 
you buy and where would you go to buy? 

Do you know anything about room heaters and 
their use? 

His answers will tell you volumes of what we in 
the gas industry and the gas-appliance industry have 
ahead of us in dealing with the public, as they are at 
once the easiest and the hardest people to handle. 
but they can be educated, and it is up to all of us to 
co our part every day to educate them and build up 
their confidence in us and our relations, and the writer 
knows of no better way than through the way we 
handle our relations with them on gas appliances. 

Builders and architects the country over should be 
kept after until they finally correct their present prac- 
tice of ignoring the planning of the proper space for 
a gas range that is suitable to the needs of the family 
who plans to occupy the house. 

It seems to be the general practice to consider that 
the place the gas range is to go in the kitchen is 
purely a matter of chance and such place only deter- 
mined after doors, windows and plumbing fixtures 
have been planned. It should be a part of the stand- 
ard architect’s specifications that a space not less 
than forty-eight inches in width, so located as to per- 
mit of daylight being directly on the range, and ac- 
cordingly showing up the condition of the range if it 
is dirty, must be allowed in every house built in a 
town having gaseous fuel. 
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“Intensive Sales Campaign’ 
Competition in Merchandising Is Keen, Says Expert 


By H. B. HINDON, Humphrey Water Heater 


Selling merchandise to-day calls for a great deal of 
study and requires constant training to meet the many 
changes that are taking place in the marketing of goods. 

To-day is the day of specializing and intensive selling 
methods, and must be coupled with well-placed high- 
grade advertising copy, one being directly relative to 
the other and necessary to successful results. 

Without the proper advertising assistance special 
sales are flat failures and, unless gas companies study 
modern methods of advertising and use bright catchy 
headed copy, as well as snappy circularizing matter, 
they will find themselves outdistanced in the present 
race for business. 


Gas and electric companies of to-day are facing the 
keenest competition in merchandising of appliances they 
bave ever had, and commercial departments will be 
tested tothe limit, if they want to hold the lead. Dur- 
ing the war period, gas and electric companies practi- 
cally threw out their commercial or new-business de- 
partments and, in general, they disrupted their entire 
selling organizations and to-day they are paying for it 
ir. the loss of trade that they spent untold thousands to 
educate in using their products. All over the country 
there is springing up hundreds of gas appliance specia!ty 
stores that are adopting intensive selling methods, using 
well-planned big-copy newspaper advertising, house-to- 
house canvassing, splendid window displays, together 
with long and very attractive terms both for cash and 
credit. They are hiring high-grade specialty salesmen 
and are paying them more attractive salaries and com- 
missions than gas and electric companies. Gas and 
electric companies in general are not paying either the 
managers or salesmen in their new-business departments 
the proper salaries to meet this competition and are 
lusing a lot of good men in consequence. 

The plumbers all over the land are developing into 
merchants and are devoting a lot of selling effort with 
the Luilding industry and, in many towns, are selling 
coal burning appliances against gas-company compe- 
t'tion. 

Both the plumbers and specialty stores make better 
Celiveries and connections than most gas companies, ow- 
ing to their not being hampered with so much red tape 
in the handling of orders and stock. 

To overcome this growing competition, central sta- 
tions will have to adopt intensive selling. Intensive sell- 
ing means direct concentration on your different appli- 
ances as the different seasons come into line, to be fol- 
luwed with enough advertising and selling effort to zet 
the benefit of your special sales during the balance of 
the year, as there is always a large number of created 
prospects from these sales that are allowed to die for 
lack of follow up. 

In order to reach any degree of success in this in- 
tensive or campaign method of selling and advertising, 
it is necessary to make out a strong well-planned pro- 
gram and carry it through to the last minute of the time 





*Paper presented at meeting of commercial section, Empire 
State Gas and Electric Association 





Company 


devoted to sale, as the final closing will show the result 
oi this planned and executed effort. 

In planning these sales it is necessary to sell the idea 
to your own organization first—that means everybody 
from the janitor to the president of your company—to 
arouse everyone’s interest in the success of this effort 
and to impress all concerned with the benefits to all 
from the successful results of these sales. Holding of 
meetings with shopmen, meter readers, collectors, sales- 
mien, and everyone who directly benefits by these sales, 
previous to the campaign tends to arouse interest, as 
everybody likes to be identified with a busy, prosperous 
and going organization and a lot of enthusiasm can be 
created in this way. 





Gas Companies Should Be Leaders 


Too many companies are dilatory in their system of 
staging a campaign sale and lean too heavily on. the 
manufacturer for results, when they should be the lead- 
er in the movement and have everything ready to go 
when the factory salesman appears on the job. Advance 
work should be done on everything, including advertis- 
ing, window trimming, personal calls by company sales- 
men. arrangement of prospect lists and as much pre- 
paratory work as is possible, so that all the time may be 
devoted to closing, rather than creating live prospects 
or buyers. 

Floor displays should be arranged so that the appli- 
ance to be specialized will appear strongly in evidence 
over everything else during time of sale. The volume 
display of goods always impresses the public with quan- 
tity buying power and assurance of quick delivery. 
Displaying goods in volume arouses interest and in- 
quiries and inquiries make prospects 

A sufficient stock should be carried so that imme- 
diate deliveries of appliances sold can be made, even 
though connections would be delayed some. Possession 
of goods keeps down the percentage of cancellations, 
as delivered goods are not often returned. 

Specialty men in an organization are a great asset and 
leads to greater volume of sales for, where a salesman 
talks, thinks and studies one or a few appliances he be- 
comes more expert in his selling arguments and a real 
closer. 

Working demonstrations are a great assistance, par- 
ticularly outside or sidewalk displays, for then vou can 
talk to ten while talking to one, for you usually have 
an audience. 


Setting a sale quota and pledging your salesmen to 
produce a given number of sales, offering prizes to meter 
readers, collectors and shop for prospects turned in and 
from which sales are closed all help to put across big 
volume business. 


Following the Line of Least Resistance 


Many gas-appliance salesmen fall into the habit of 
following the line of least resistance and, unless they 
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are checked up occasionally, they become mere order 
takers. Setting a quota for each salesman every month 
for the sale of larger and more revenue producing ap- 
pliances on your lines is good practice and, just at this 
time, all companies should put more effort into selling 
the unsold market on water heaters and a closer follow- 
ing up of building operations. 

Some water-heater manufacturers spend thousands of 
dollars every year assisting gas companies on this special 
sales work and too much stress cannot be laid upon the 
following up of this intensive sales work during the bal- 
ance of the year, in order to reap the benefits from this 
educational work among your consumers. From the 
profit standpoint, the turnover on special sales is big, 
for, if followed up properly, results in many more sales 
curing the balance of the year. The sale of twenty-five 
uutomatic heaters during a sale should result in seventy- 
five more being sold in the year and this means big 
profits from sale of gas, as well as appliances. 

Summing it up, intensive selling will prod:ce volume 
business if properly planned and followed up, but you 
must be organized in the right way to reach success. 





A Suggestion to the Salesman on the Floor 


When a customer who has just paid her gas bill stops 
to examine a gas range, don’t step up to her and fool- 
ishly ask, “Are you interested in a gas range?” 

Step up, smile or otherwise look pleasant, and say, 
“I want to show you this new temperature control,” or 
“The manufacturer of this range has employed a new 
method to insure perfect distribution of oven heats 
by—” Open your sales talk by telling the prospect 





something—never by asking a question. As for being 
interested, assume that she is or she would not have 
stopped. If, on the contrary, she was only curious you 
will have added another advertiser, for women all are 
anxious to be well informed and to let folks know they 
are, especially as to new and better household appli- 
ances. 


Sales Department Notes from Utah Gas & 
Coke Company 


While riding on the street car to his territory the 
other morning, Snyder sold the conductor a tank 
water heater. This is what we call good work. 





During May we sold 287 water heaters. This 








brings our total water-heater sales up to 652 for the 
tirst five months of the year. 


May was a banner month in the sales department, 
the gross sales for the month being $23,536; 287 
water heaters and 196 ranges were sold. 


J. Rudge joined the sales department during May 
and is going strong. 





The system we adopted a short time ago of having 
our lady demonstrator follow up all range sets is 
creating a great deal of favorable comment, and is 
greatly appreciated by the majority of housewives 
who purchase gas ranges. Her work is not only to 
see that installations are satisfactory, but to give in- 
structions as to cooking and baking, where instruc- 
tions are desired. 


It looks as though a large number of the boys are 
going to receive the bonus offered for individual 
water-heater sales again this month. Some of them 
are over the top now, with only half of the month 
gone. 





Federal Government Gets Royalties 


Washington, D. C.—Uncle Sam’s money bags have 
been bulged to the extent of more than five million dol- 
lars as the result of royalties received to date from oil 
and gas operations on leased Government lands in cer- 
tain Western States, according to the Bureau of Mines. 
Total net royalties reported by the Bureau to the Gen- 
eral Land Office up to the first of June amounted to 
$5,201,308.69. In the month of May alone royalties 
amounting to $551,021.88 were reported. Of this 
amount $252,022 was credited to California, $273,654 
tc Wyoming, and $25,340 to Montana. Royalties from 
the preduction of petroleum constitute the bulk of the 
figures, for May amounting to $536,336 ; royalties from 
natural gas were $11,833, and from the manufacture of 
natural-gas gasoline $2,852. 

During May 240 oil and gas prospecting permits were 
received by the Bureau of Mines from the General Land 
Ofiice, making a total of 7,568 permits of this nature. 
A total of 287 leases had been granted. Production of 
petroleum from the Cat Creek, Wyo., oil field, from 
Government land, during May was 128,252 bbl. During 
Mav two wells were completed on Government land in 
Wyoming and five were being drilled. 

The recent discovery of oil at Kevin, Mont., has led 
ts the granting of many permits for prospecting on 
Government land in this area. 

The greatest producing well on Government land in 
California has been brought in by the Pan-American 
F'etroleum Company in the Elk Hills district of the 
Naval Reserve, with an initial daily production of 2,290 
bbl. The latest report filed shows a total of 229 pro- 
ducing wells on Government property in California, 
while sixty-nine new wells were being drilled. A con- 
ference was recently held at the State Mining Bureau, 
Taft, Cal., for the purpose of mapping the probable 
commercial gas productive area in the northern Buena 
Vista Hills and to decide upon a method of oil-well 
drilling which will protect the gas zone which lies di- 
rectly above the oil zone. 
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Public Utilities Securities Market 


Report 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


June 29, 1922 


Company Issue Maturity Bid Asked 
American Lt. & Trac. Co........... Five Year 6s........ May 1, 1925 106 106% 
Brooklyn Union Gas Co............ First Consol. 5s..... May 1, 1945 96 97 
Columbia Gas & Elec. Co.......... gree May 1,1927 944% 964 
Consol. Gas, Elec. Lt. & Pr. Co. 
ir GEE; .acnccceseues First Ref. 7%4s...... Dec. 1, 1945 108 10834 
Consol. Gas, Elec. Lt. & Pr. Co....General 414s........ Feb. 14, 1935 88 9 
Consol. Gas Co. of New York...... Sec; Cone. 78 ..02.0. Feb. 1, 1925 114 114% 
New Amsterdam Gas Co....... .. First Consol. 5s..... Jan. 1.1948 80 81 
Denver Gas & Elec. Co............ Gen. (now Ist) 5s...May 1, 1949 90 92 
Detroit City Gas Co............ I Ses cab ee Jan. 1, 1923 993% 100% 
Equitable Illum. Gas Lt. Co of 
a ee OR icteun cron Jan. 1,1928 9814 99% 
Hudson County Gas Co............ | SS Nov. 1, 1949 88 90 
Laclede Gas Light Co.............. Ref. & Ext. 5s...... Apr. 1, 1934 92% — 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... June 1, 1923 100 101 
Michigan Light Co................ First & Ref. 5s...... Mar. 1, 1946 8&8 9% 
Milwaukee Gas Light Co........... ee nn bid cht May 1,1927 92% 93 
Pacific Gas & Elec. Co............ Gen & Ref. 5s...... Jan. 1,1942 99 91 
Pacific Gas & Elec. Co............ First & Ref. 7s...... Dec. 1, 1940 10544 107 
Cal. Gas & Elec. Corp........... Unif. & Ref. 5s...... Nov. 1, 1937 95  9%% 
Peoples’ Gas Lt. & Coke Co....... Refunding 5s ....... Sept. 1, 1947 $914 90 
Chicago Gas Lt. & Coke Co..... 0 ke July 1, 1937 95 96 
Portland Gas & Coke Co.......... First & Ref. 5s...... Jan. 1,1940 89 90% 
Seattle Lighting Co................ Refunding 5s........ Oct. 1,1949 81% 83 
Southern California Gas Co........ Pirat’ Ge. ............ Nov. 1,190 3 
Utica Gas & Electric Co........... Ref. & Ext. 5s...... July 1, 1957 89 — 
Washington Gas Light Co........ 6 eee Nov. 1, 1960 9334 94% 
Western States Gas & Elec. Co. 
Oe NONE noun cduiccutnd First & Ref. 5s......June 1, 1941 8944 — 





Denver Gas Company Loses 
$80,000 Suit 

Denver, Col_—The Denver Gas & 
Electric Company has been ordered 
to pay the city of Denver $79,979.67 
claimed to be due for the year 1918 
under the terms of a contract includ- 
ed in the company’s franchise in a 
decision handed down by Judge 
Henry J. Hersey in the district court. 
The gas company claimed that the 
contract was void. Amounts claimed 
to be due the city for other years un- 
der the same contract and variously 
estimated as high as $500,000 are 
still in dispute. 

Under the terms of a contract dat- 
ing from 1906 the company was to 
pay the city gas charges collected in 
excess of 75 cents per thousand cu- 


bic feet. Since 1918 the amounts 
have not been paid as the gas com- 
pany claimed the contract to be void. 
Judge Hersey ruled in favor of the 
city on all important points declaring 
that the city had the power to enter 
into such a contract and that the con- 
tract is still effective because both 
parties did not agree to cancel it. 


Increase in Gas Rates Asked 
Topeka, Kan.—Application for an 
increase in gas rates from 60 to 75 
cents per thousand cubic feet and an 
additional service charge of $1 per 
month has been filed with the Public 
Utilities Commission by the Coffey- 
ville Gas & Fuel Company. The in- 
crease is asked to meet improvement 
expense, the application stated. 





Appeal Gas Company Verdict 

Appeals of the suit of 1. E. Ham- 
ilton, Wichita, Kan., for $1,200,000 
damages against the Empire Gas & 
Fuel Company, and that of E. A. 
Schriver, of Towanda, Kan., for 
$998,000 against the same company, 
will be tried in St. Louis, Mo. The 
necessary papers for the appeal have 
been signed by attorneys on both 
sides. 

The cases were recently tried be- 
fore Judge John C. Pollock of the 
Federal court, and a verdict rendered 
for the defendants. It is from this 
verdict that the appeal is taken. The 
plaintiffs allege that the Empire 
company failed to develop their lands 
as agreed. 


Louisville Gas Company 

Louisville, Ky.—The first step to- 
ward the completion of a compre- 
hensive construction program for the 
Louisville Gas & Electric Company 
has been taken with the placing of 
orders for the purchase of a 27,000 
h.-p. steam turbo-generator. The 
present building, known as Water- 
side Station, will be enlarged to ac- 
commodate the new unit, and addi- 
tional boiler capacity and switching 
equipment will be installed. Con- 
struction work will be started imme- 
diately, and it is expected that the 
new equipment will be in operation 
by the end of 1923. 








Light Company Increases 
Stock 

Penn Yan, N. Y.—The Penn Yan 
Gas Light Company has increased 
its stock from $24,500 to $100,000, 
divided about one-half common and 
half preferred. This company has 
enlarged its plant recently, which in- 
creases its capacity. 


Dividend Increased 


Brooklyn Borough Gas declared a 
Guarterly dividend of 2 per cent, 
payable July 10 to record of June 30. 
Three months ago a dividend of 1% 
per cent was declared. 
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Empire Gas and Electric Association Holds 
Annual Meeting 


W. A. 


Lake George, N. Y.—The com- 
mercial section of the Empire Gas 
and Electric Association held its an- 
nual meeting July 29 and 30 at the 
Fort William Hotel. 

H. A. Doering, of the Westchester 
Lighting Company, presided at the 
meeting, which was extremely well 


attended. The papers that were read’ 


were on subjects that had been as- 
signed by S. Smith, who was chair- 
inan last vear. The papers, most of 
which will be published in the Jour- 
NAL, contained many valuable and 
practical suggestions that it was felt 
would appeal to those in charge of 
the gas companies. 

R. W. Manier, of Binghamton, 
talked on “Rules and Regulations,” 
and offered suggestions that should 
be of real aid. 


O. E. Vrewig. of Elmira. dis- 
cussed office methods. A. S. An- 
drews, Oswego, and FE. L. Barne§, 
3inghamton, advocated the stand- 


ardization of applications for service 
and in the discussion that followed 
it was suggested that a standard 
form should be devised and adopted 
by all companies in New York State. 

W. F. Moses and F. M. Houston 
presented a report on handling com- 
plaint work. 

A suggestion that met with hearty 
approval was that dealing with the 
complaint or adjustment department. 

“Tf a customer who calls attention 
te defects in appliances in the ser- 
vice of a company is made to feel 
that he is doing the company a real 
favor, it will be found to be a big 
factor in building good-will between 
customer and company,” declared 
one speaker. 

Other papers read were “Mer- 
chandising and Soliciting,” by Leroy 
Parmelee: “Gas Water Heater,” by 
F. M. Lemke; “Intensive Sales 
“Tn- 


Wilder; 


Campaign,” by H. B. Hindon; 


dustrial Business,” 


=. os 


“House Heating with Gas,” 
Morris. 

The sessions were held in the 
morning and the afternoons were 
devoted to various amusements with 
which this place abounds. 





Oil Companies to Merge 

At a meeting held in Denver, Col., 
June 23, the Parkman Oil Company 
and the Mountain & Gulf Oil Com- 
pany, both operating in the Salt 
Creek field, agreed to consolidate. 
The merger will be effected by an in- 
crease of the capital stock of the 
Mountain & Gulf company from 
$3,000,000 to $4,000,000 and the is- 
suance of $600,000 par value of this 
stock to the holders of shares of the 
Parkman Oil Company. Both com- 
panies own producing wells near 
each other and the consolidation is 
said to be beneficial to all concerned. 

A meeting of the stockholders will 
be called and asked to ratify the 
proposed merger. 





Studies in Combustion of 
Anthracite 


At the Pittsburgh, Pa., experiment 
station of the Bureau of Mines tests 
will be made to determine the pres- 
sure required to force air at various 
rates through various thicknesses of 
nine sizes of anthracite. The infor- 
mation is to be used in estimating 
the relative draft required to burn 
these sizes. C. E. Augustine, assist- 
ant engineer, has been assigned to 
the work: 


Boiler Tests of Alaskan Coals 


Boiler tests have recently been 
made by John A. Davis, superinten- 
dent of the Alaska experiment sta- 
tion of the Bureau of Mines at Fair- 
banks, of the steaming values of the 
Matanuska coals in comparison with 
the Nenana coals, the results deter- 





mining the purchase price of coal by 
the Alaskan Engineering Commis- 
sion. The coal resources of the 
Broad Pass region and of the Cop- 
per Mountain district in the Kan- 
tishna region are being given consid- 
eration by the Bureau of Mines. 


Mixed Coal and Cals as Fuel 
for Water-Gas Generator 


W. J. Dunkley, gas engineer of the 
Bureau of Mines, has been conduct- 
ing tests at Ottawa, Ill., of the use 
of mixtures of Illinois bituminous 
coal and retort-house coke as water- 
gas generator fuel in a six-foot wa- 
ter gas set operating ten hours per 
day. The work is in co-operation 
with the American Gas Association. 


Officers Elected 
At the annual meeting held in 
Casper, the Blackstone Petroleum 
Company re-elected the entire per- 
sonnel of its officers and directorate. 





Robert M. Birck, president; F. G. 
Funk, vice-president; E. H. Smith, 


secretary; N. H. Isenberg, treasur- 
er; Dr. Frederick Salathe, W. J. Mc- 
Laughlin and Edgar Mead, addi- 
tional directors. 

The Blackstone has an interest in 
five producing wells in the Salt 





Creek field, and a lot of new work 
being looked into. 
Montana Oil News 
The Sweetgrass Arch, in Toole 
County, Mont., continves to give up 
new oil wells and a “stampede” 


hither will likely result. 


Richard Ringling, of circus fame, 
is said to be going after oil in Mon- 
tant with the same vigor he went 
after a circus, and everybody knows 
that means there’s going to be some- 
thing doing. Mr. Ringling is inter- 
ested in the Ruby Ridge Oil Corpo- 
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Scotts Bluff to Have Gas 
Company 


Scotts Bluff, Neb—Ewen VW. 
White, of Casper, Wyo., has been 
granted a franchise to install a gas 
plant in this city by a unanimous 
vote of six councilmen present at 
a recent meeting. 

Mr. White asked nothing but the 
privilege of installing the plant 
and agrees to deliver gas to the 
residence and business section of 
the city at the maximum cost of 
$2 per thousand cubic feet and as 
much cheaper as the business will 
warrant. 

It is the intention of Mr. White 
to move the plant here from Pill- 
ings, Mont., which became obso- 
lete in that city with the piping of 
natural gas there early in the year, 
and according to the contract en- 
tered into with the city actual 
work must start on the plant by 
Oct. 1 and must be completed and 
ready to give service by Dec. ], 
1922. 

The work of dismantling the 
plant will be commenced at once 
and Mr. White is making arrange- 
ments for the purchase of a site 
here so that as soon as possible the 
plant from Billings will be moved 
here and operated. He is also mak- 
ing an effort to have a spur of the 
railroad built to the proposed site. 

The plant at Billings was the 
most completed gas plant in the 
Northwest, and up to a short time 
ago was a paying imstitution; but 
with the finding of natural gas 
close to that city, and the subse- 
quent piping into Billings, it was 
necessary for the plant to be sold, 
and Mr. White purchased it with 
the intention of moving it here or 
to other places he had in view. The 
action of the council in allowing 
the franchise assures the plant for 
this city. 

The building of the plant and 
piping of the city for this enter- 
prise will create a demand for la- 
bor, and :t is estimated that in 
order to get the work done in the 
time allowed several hundred men 


will be employed. 





Combustion of Natural Gas 


A study of the combustion of nat- 
ural gas in partially closed water 
jacket and brick-lined combustion 
chambers has been made by the Bu- 
reau of Mines at its experiment sta- 
tion at Pittsburgh, Pa. 


Seek Gas Franchise 


Spokane, Wash.—W. A. North 
and F. W. Anderson, investment 
brokers and real estate owners, 
through their attorneys, Hamblen 
& Gilbert, have filed an application 
with the city council for a twenty- 
five-year franchise to sell natural 
and artificial gas in the city at a 
price not to exceed 75 cents a thou- 
sand cubic feet. The ordinance was 
referred by the city council to the 
committee of the whole. 

The ordinance gives authority 
“to operate a complete plant for 
the distribution and sale of natural 
gas and the manufacture, sale and 
distribution of illuminating and 
fuel gas and the by-products there- 
of, in Spokane, and to lay pipes 
throughout the streets of the city. 
Provided, however, that the said 
grantees shall have commenced to 
construct a pipe line within three 
years from the date of the accept- 
ance of the franchise, which when 
completed shall extend from the 
natural gas field of Benton County, 
Wash., to Spokane, and which pipe 
line shall carry not less than 5,- 
000,000 cu. ft. of gas every twenty- 
four hours.” 

It is also provided that the city 
shall collect a franchise tax of 1 
per cent on gross earnings and that 
the city shall have the right to ex- 
amine the books. 





To Get Gas Soon 


Skiatook, Okla.—Skiatook soon 
will have more gas than it can use, 
with a pressure at the city limits 
of 200 pounds, according to C. 
Dority, manager of the gas com- 
pany. 

The gas, he says, will be brought 
in from the Owen-Osage Com- 
pany’s supply through a 5-in. main, 
contract having been made with 
that company. The main will be 
completed to the city limits in a 
short time. 





Colorado Coal News 

While, of course, there is no cer- 
tainty of it, some of the Colorado 
dealers say: 

“The freight-rate reduction an- 
nounced by the Interstate Commerce 
Commission effective July 1 is ex- 
pected to give Colorado the biggest 
summer domestic coal business in 
history—and lower prices for coal.” 

The coal output for May was 


greater than April, yet the strike 
is on. 





Municipal Ownership Is 
Abando 


Ey a vote of 577 to 3 the citizens 
of Lkemah, Okla.. have approved 
of getting service from a private 
company rather than from a mu- 
nicipal gas plant. 

A few hours after the votes had 
been counted, Mavor Paul Moonaw 
and a crowd of citizens built a 
bonfire in front of the city hall 
with $90,C00 worth of municipal 
bonds which had been voted re- 
cently for the building of a gas 
plant. ‘The veting of the franchise 
to a private company by such an 
overwhelming vote wiped out the 
need for the municipal expenditure 


and the $90,900 load was taken 
from the city tax levies. 





New Holder for Springfield 


Springfield, Mass. — Arrange- 
ments to put gas into the Spring- 
field and Chicopee distributing 
system from an easterly point to 
strengthen and equalize the pres- 
sure throvghout the system are 
contained in plans of the Spring- 
field Gas Light Company for a 
large new gas storage holder and 
power plant at 139 Page Boule- 
vard. Permit for the construction 
at an estimated cost of $239,000 
was filed at the office of the build- 
ing commissioner recently. The 


work will start shortly, the con- 
tract being in the hands of the 


Bartlett Haywood Company, of 
Baltimore, Md. 
The holder, a _ four-lift steel 


structure, will have a capacity of 
2,000,000 cu. ft. of gas. It will be 
180 ft. in diameter and have a 
height of 178 ft. An engine house 
adjoining will have two 175-h.p. 
boilers for heating and the com- 
pression of gas. 

The new holder, for storage pur- 
poses and as an addition to the dis- 
tributing system, is expected to 
work a large improvement in the 
gas service in the city, officials of 
the company state. In particular, 


uneven pressure at certain sections 
will be eliminated. The new tank 
involves no transfer of activities 
from the Water Street plant, but 
is an entire addition to the system, 
it is declared. 
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Electric Bond & Share Takes 
Over Memphis Utilities 

Memphis, Tenn.— The Electric 
Bond & Share Company, of New 
York City, will finance the organiza- 
tion of two companies which will 
buy the property, assets and liabili- 
ties of the Memphis Gas & Electric 
Company and the Memphis Street 
Railway Company. 

This agreement was reached here 
June 16 at a conference of repre- 
sentatives of the companies, New 
York financiers, receivers and attor- 
reys for the two local companies. 

The two companies will be organ- 
ized immediately, with present stock- 
holders and New York financiers 
having controlling interest, Lovick 
F. Miles, of the law firm of Wright, 
Miles, Waring & Walker, an- 
nounced. He is counsel for the two 
corporations _ 

Plans for formulating the two 
companies with as little delay as pos- 
sible were discussed at the confer- 
ence. The companies probably will 
be organized in New York City by 
the Bond company, Miles stated, and 
then transferred to Memphis. 

The Gas & Electric Company will 
be turned over to one of the new 
companies about Aug. 15, when ex- 
tensive improvements will be made 
including enlargement of the present 
plant, H. C. Abell announced. 

The financiers have not decided 
when property of the Memphis 
Street Railway Company would be 
disposed of to the other company. 

Those in attendance at the confer- 
ence were J. K. Newman, of Isadore- 
Newman & Son, New York bankers; 
Ii. C. Abell, vice-president of the 
Electric Bond & Shire Company. 
New York; T. B. Oldum, counsel 
for the New York Bond Company: 
Fercy Warner, Nashville capitalist - 
1. H. Tutweiler, receiver for Street 
Railway Company ; J. T. Ramier, +e- 
ceiver for the Gas Company; Frank 
Elgin, receiver for both companies, 
and Attorney Miles. 

Newman is well-known in Mem- 
phis, having been formerly connect- 
ed with the Memphis Street Railway 
Company. He was manager of the 
interests that controlled the company 
some years ago. 

The two companies that are to be 
organized will be separate, having 
separate capital stock, different 


stockholders and different officers, 
Abell and Miles said. 

Questioned as to. what benefits the 
Memphis public would receive from 
local 


the corporations changing 





hands, the financiers said many im- 
provements would be made in both 
companies. The gas company will 
be enlarged, but at this time they 
would not say what changes would 
be made in the service of the street 
car company. 





Proposes Settlement of Gas 
Account in Pittsburgh 

Pittsburgh, Pa.—Proposing an 
adjustment of the account of the 
Equitable Gas Company and Alle- 
gheny Heating Company against the 
city for gas furnished the city from 
Oct. 15, 1919, to April 13, 1922, the 
bill amounting to $160,744.33, City 
Solicitor Richard W. Martin and 
Special City Counsel Charles K. 
Robinson have transmitted a resolu- 
tion to Council authorizing the law 
department to enter into an agree- 
ment whereby the Duquesne Light 
Company shall pay the gas bills from 
the balance due the city on the sale 
of the Northside Lighting Plant. 
The measure, covering four type- 
written pages, setting forth facts and 
figures relating to the litigation 
which marked the companies’ at- 
tempt to collect the bills and the pro- 
visions of the proposed agreement, 
was referred to the finance com- 
nuittee. 

Calling attention to a stipulation 
which the city approved in 1919, 
pending a decision of the State Su- 
preme Court on the question of 
whether the city was entitled to free 
gas under the provisions of the 
Westinghouse ordinance, the resolu- 
tion states that the city, in the event 
that it lost the case. agreed to pay 
for all gas consumed by the police 
and fire stations, etc., on and after 
Oct. 15, 1919. The measure states 
the Supreme Court ruled that the 
city was not entitled to free gas since 
the passage of the Public Service 
Commission law and therefore is in- 
cebted to the Allegheny Heating 
Company and Equitable Gas Com- 
pany, from Oct. 15, 1919, to April 
13, 1922, in the sums of $41,428.55 
and $119,315.78, respectively, a total 
of $160,744.33. 

Providing the city does not litigate 
further and arranges to make its pav- 
ments in the future, the resolution 
authorizes that the amount of gas 
used from Oct. 15, 1919, to June 20, 
1920, the date of the final “decision 
of the Supreme Court, amounting to 
$43,682.04, be deducted from the to- 
tal bill, leaving a balance of $117,- 
(062.29 due the gas companies. 

Under the terms of the resolution, 





the Duquesne Light Company is au- 
thorized to pay the gas companies, 
deducting their bills from the bal- 
ance of $178,326.81, which the Du- 
quesne Light Company owes the city 
on the sale of the Northside lighting 
plant. The light plant was sold to 
the Duquesne Company in Jan., 
1921, the purchase price being $378,- 
651.93. The contract for the sale of 
the plant provided that the light com- 
pany would apply the amount due 
the city to its account for light fur- 
nished the Northside district. 

Among other things, the resolution 
states that the “city stipulates that it 
will either in the budget of 1923 or 
prior thereto, if possible, arrange to 
pay and will pay the net amount of 
said gas bills which may be rendered 
subsequent to April 13, 1922.” It 
also states that the Duquesne Ligit 
Company will apply the net unpaid 
balance on account of the purchase 
of the lighting plant to the discharge 
of the city’s obligation for furnishing 
light to the Northside, and also for 
the discharge of indebtedness of the 
city to the Allegheny Heating Com- 
pany and Equitable Gas Company 
for gas furnished after April 13, 
1922. 





Condition of Oil Company 


The balance sheet of the Boston- 
Wyoming Oil Company as of April 
30, 1922, shows assets and liabilities 
of $6,569,081.45. The company has 
drilled twelve wells to the second 
Wall Creek sand in the Salt Creek 
field, of which three are capped. 
Gross production of the company’s 
properties is about 3,200 bbl. daily, 
of which 40 per cent is being 
marketed. 


Convention of Canadian Gas 
Association Aug. 24-25 

Arrangements rapidly are being 
completed for the fifteenth annual 
convention of the Canadian Gas As- 
sociation which will be held in the 
Royal Connaught Hotel, Hamilton, 
Ont., and according to an announce- 
nient by George W. Allen, secretary- 
treasurer, the coming gathering will 
be one of the most interesting ever 
held by this progressive association. 

Prominent speakers have been se- 
cured and they will talk on the future 
of the gas industry as well as deal 
with the many technical problems 
continually arising. Many other 
features are scheduled and a genera! 
invitation has been extended by the 
association to everyone in the gs 
business. 
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Following the Pipe Line 

The Midwest Refining Company’s 
new four-inch gasoline line from Salt 
Creek to Casper is complete. This 
line was made necessary by doubling 
the capacity of the Salt Creek plant, 
a three-inch line having carried it 
previously. 





The Rocky Mountain Gas Com- 
pany, holding a franchise for the dis- 
tribution of gas in Rawlins, Wyo., 
has started the laying of the steel 
pipe from Mahomey Dome to 
Rawlins. 





The Empire Pipe Line Company, 
a subsidiary of the Empire Gas & 
Fuel Company, a subsidiary of the 
Cities Service Company, is complet- 
ing a four-inch pipe line between 
Kingwood and Okemah, in Okmul- 
gee County, Okla., a distance of 
fourteen miles, the oil to be gathered 
from the Garrison pool. 





A fifty-six-mile six-inch pipe line 
from Kingwood to Cushing, Okla., is 
being laid where the Cities Service 
subsidiaries have large storage facil- 
ities. The completion of this line, 
which will handle 12,000 bbl. a day, 
will make available for Cities Ser- 
vice subsidiary pipe lines and re- 
fineries any mid-continent or Kansas 
crude oil production which now ap- 
proximates some 400,000 bbl. a day. 





The Illinois Pipe Line Company 
has about completed its six-inch oil 
pipe line from Lost Soldier field to 
Fort Steele, Wyo. As soon as this 
line is completed, the company ex- 
pects to take up its old four-inch 
piping and use it from Mahomey 
Dome to Rawlins as a gas pipe. 





Seven hundred barrels of oil a day 
are being delivered to the Greybull, 
Wyo., refinery from the Hamilton 
field, where pipe line runs were re- 
cently resumed. The Mule Creek 
field is also delivering about 500 bar- 
rels a day through the line to Da- 
koming. 





Street Lighting Installations 

Indicating a continuance of the 
satisfaction municipalities feel to- 
ward gas street lighting, the follow- 
ing cities installed additional Wels- 
bach Gas Street Lamps during May: 

San Francisco, Cal.; Revere Beach 
Reservation, Mass.; St. Louis, Mo.; 
Mount Vernon, N. Y.; Rye Park, N. 
Y.; Woodhaven, Conn.; Woodmont, 
C ge Camden, N. J.; Baltimore, 
Md. 


Contact Club Meeting 


At the May meeting of the mem- 
bers of the Contact Club, composed 
of Philadelphia and Affiliated Com- 
pany employees at the William Penn 
Hotel, H. N. Muller served as chair- 
man of the evening and called upon 
General Secretary Pierre DeBacker 
to announce the result of the election 
which had been carried on by mail. 
These were as follows: Arrange- 
ments committee, F. R. Phillips, 
chairman, representing railways; J. 
A. Lloyd, general; F. F. Schauer, 
gas; J. M. Graves, light, and W. H. 
Poyce, other companies. Member- 
ship, C. W. Lepper, general chair- 
man; A. A. Osterman, gas; F. H. 
Stone, light; J. L. Foster, railways, 
and S. L. King, Jr., other companies, 
Nominations J. W. Murray, general 
chairman; James Clark, gas; Joseph 
McKinley, light; F. R. Cogswell, 
railways, and C. A. Evers, other 
companies. In addition to those 
elected, the committee chairman 
man from the preceding year, J. W. 
McKelvie, arrangements; J. L. 
Burns, membership and Pierre De- 
Backer, are ex-officio members of the 
same committee for the ensuing 
year. Following the announcement 
of the result of the ballot, there was 
community singing led by J. W. Mc- 
Kelvie and the newly-elected com- 
mitteemen were called upon for re- 
marks.—Public Service. 





Watson Succeeds Wilson 


Charles J. Wilson has resigned as 
local manager of the Southern IIli- 
nois Light & Power Company’s Fd- 
wardsville, Ill., property and I. E. 
Watson, superintendent of the gas 
department of the company’s Belle- 
ville, Ill, property, has been named 
to succeed him. 


Big Gas Range Sale 
The Edgar Morris Sales Com- 
pany, Washington, D. C., has just 
put over a big gas-range sale, selling 
501 ranges in five weeks. There 
must be some steam behind an or- 
ganization that piles up such volume. 








J. J. Tayon Resigns 

J. J. Tayon, distribution superin- 
tendent of the Southern IIlinois 
Light & Power Company, East St. 
Louis, IIL, has resigned. Tayon has 
been connected with the distribution 
department of the companies fur- 
nishing gas service in East St. Louis 
for about twenty years. 


Michigan Association Would 
Hold Convention on Lake 


The members of the Michigan Gas 
Association are at present voting on 
the question of whether their con- 
vention, which will be held in Sep- 
tember, will be in Detroit or whether 
they will take a three-day trip on the 
Steamship Manitou. According to 
an announcement made by Albert G. 
Schroeder, secretary and treasurer, 
the association held several very suc- 
cessful conventions ten years or so 
ago on board boats, cruising on the 
lakes, and it was thought by the ex- 
ecutive committee that this year 
would be a splendid opportunity to 
repeat this method of gathering. 

The tentative plans for the trip 
call for the steamship to leave Mus- 
kegon on Sept. 13, cruise to Macki- 
nac Island and perhaps to the Soo, 
returning to Muskegon on Sept. 16. 

Because the association would re- 
quire a very large attendance, in or- 
der to make this enterprise a suc- 
cessful one, the members have been 
requested to invite guests who would 
be more or less interested in the con- 
vention. It has been requested by 
the secretary that immediate re- 
sponse be forwarded to him in Grand 
Rapids, Mich., so that there will be 
a method of checking up as to the 
sentiment in favor of the trip. 





Oil and Gas Royalties 


Royalties accruing to the United 
States Government in the month of 
April from the production of oil and 
gas on leased public lands in the 
States of Wyoming and California 
amounted to $1,009,007.86, accord- 
ing to reports submitted by the Bu- 
reau of Mines to the General Land 
Office. Of this amount $784,600 is 
credited to Wyoming and $224,400 
to California. The total net royal- 
ties accruing to the Federal Govern- 
ment to April 30, as the result of oil 
and gas production on public lands 
under the terms of the general leas- 
ing act, approved Feb. 25, 1920, 
amount to $4,650,286.81. A total of 
7,328 permits for prospecting for 
petroleum and natural gas on public 
lands had been issued up to the end 
of April. 





Colorado Incorporation 
The Peach Creek Oil Company, 
200,000 shares; home office, Trini- 
dad. The incorporators are W. B. 
King, C. B. Quaintance and V. S. 
Higgins, 
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Galveston Making Many 
Improvements 


Galveston, Texas.—Further con- 
crete evidence of the remarkable for- 
ward strides taken by Galveston dur- 
ing the past several years is to be 
found in the enlargement of its ca- 
pacity by the Galveston Gas Com- 
pany to keep pace with the city’s 
growth. 

Additions and improvements now 
in progress at the gas company’s 
plant, Thirty-third and Market 
Streets, will involve an outlay of ap- 
proximately $125,000 within the next 
four months, according to an an- 
nouncement made by P. E. Nicholls, 
vice-president and general manager. 

The plans call for the construction 
of a gas holder, 114 ft. in diameter 
and 124 ft. in height, with a capacity 
of 750,000 cu. ft., and a water tank 
of 2,100,000 gal. capacity. 

“We are preparing to take care of 
both the actual increased business, 
and the prospective growth of the 
city,” Mr. Nicholls said in discussing 
the improvements. 

There are now 7,104 gas consum- 
ers in Galveston, an increase of 605 
during the past twelve months. This | 
is a greater increase than for any 
similar period during the history of 
the company.” 

With the addition of the new stor- 
age tank, the company will have a 
gas storage capacity of 1,050,000 cu. 
ft., the present holder having a ca- 
pacity of 300,000 cu. ft. 

The foundations of the new tank 
are now in process of construction, 
and the tank itself is expected to be 
completed by Nov. 1. The holder 
will rest on a circular foundation 117 
ft. in diameter. The foundation will 
contain 510 cu. yd. of concrete, 15,- 
000 Ib. of steel reinforcing rods, and 
will rest on 845 yellow-pine piles. 

In the tank, 500 tons of steel plate, 
angle irons and “I” beams will be 
used. 

The present plant of the Galves- 
ton Gas Company covers an area of 
two city blocks bounded by Thirty- 
second and Thirty-third Streets, and 
by Avenues D and F. No less than 
five different plants have occupied 
this site since the first gas plant was 
constructed in Galveston in 1856. 

The manufacture of gas back in 
1856 was a vastly different process 
to what it is to-day, and there was a 
vast difference in the price of the 
product. 

Consumers who think that the rate 
of $1.45 per thousand cubic feet now 





being charged is high, may draw 
some comfort from the reflection 
that the rate was $8 per thousand in 
1856, 

A copy of an old bill in the pos- 
session of Mr. Nicholls shows that 
ihe rate in 1861, five years later, had 
been reduced to $7.80 per thousand. 

In the first plant gas was manufac- 
tured by the simple process of heat- 
ing bituminous coal, and collecting 
the gas given off therefrom. 

To-day. the basic materials from 
which gas is made are coke and gas 
oil and the process is highly complex, 
calling for complicated apparatus 
and great technical knowledge. 

Gas has come into general use tor 
cooking and heating, and the house- 
wife has come to regard her kitchen 
gas stove as a commonplace of 
everyday household life. 

Where the housewife of a few 
vears ago perspired uncomfortably 
in an overheated kitchen beside a big 
wooden stove in which a fire had 
been laboriously built, she now turns 
on the gas with quite as much facility 
as the electric light. And the wood- 
box, that baneful source of torture 
to the youngster of a decade or so 
back has been banished into the limbo 
of forgotten things. 





Chemistry and Physics of Gas 


Works Refractories 


Before the Midland Junior Gas 
Association, T. F. E. Rhead read a 
long and highly technical paper, in 
which the chemical and physical 
properties of the raw materials and 
finished products were expounded 
upon. 

Refractory materials might be 
classed as acids, bases, or neutral 
bodies, but it was only with the acid 
refractories, comprising fireclays, 
siliceous clays and rocks, and silica 
rock and sand, that the lecturer was 
momentarily concerned. 

Speaking of the properties of fire- 
clays, it was shown that one of the 
most valuable was the absorption of 
water to form a plastic mass. ‘The 
degree of plasticity depends unon the 
cuantity of colloidal matter in the 
clay, and methods of increasing or 
decreasing this plasticity are given. 
A further important property of clay 
is its binding power. A correct rate 
of drying clay is very important ; too 
rapid drying results in cracking, al- 
though shrinkage may be partly 
counteracted, by the addition of 
grog. 

Continuing, the author explains 





the effects of heat upon the various 
constituents of clay, also on mix- 
tures of clay constituents. A source 
of trouble in making alumina refrac- 
tories, is the tendency to contract 
which alumina possesses. The addi- 
tion of silica to alumina depresses 
the melting point, while a jointing 
mixture of clay and silica will cause 
trouble. The refractoriness of clay 
is also reduced by the reaction of 
FE,O, (found in clay) and lime, 
which form easily fusible compounds 
at 1,200 deg. Cent. 

The addition of grog gives the fin- 
ished article a more porous texture, 
enabling rapid change of temperature 
to be withstood without cracking. 
The quantity to be added, however. 
is limited by the fact that the 
strength of the refractory is reduced. 

The author then speaks of the va- 
rious properties of fireclay and silica 
bricks. With silica bricks, the larg- 
er the proportion of tridymite and 
cristobalite, the better the brick will 
prove in use. At high temperatures, 
porous bricks are better heat con- 
ductors than those of dense texture. 
A strong point in favor of the silica 
brick, is the fact that it will stand a 
greater load when hot than firebrick. 
The strength at high temperature is 
controlled by the adjustment of the 
proportions and sizes of the ingre- 
dients. 


Boosting Gas Coke Sales 


The Denver Gas & Electric Light 
Company is advertising in the news- 
papers: 

“Genuine gas coke sales during 
May and June have greatly exceeded 
any sales made during corresponding 
months for the past twenty years. 
We started our summer § storage 
campaign on May 1 (two months 
earlier than usual) at the special 
price of $6 per ton. Our prices un- 
til Oct. 1 will be as follows: June, 
$6; July, $6.25; Aug., $6.50; Sept., 
$6.75. No telling when the coal 
strike will end. Be prepared. Gen- 
uine gas coke is smokeless, clean, 
economical. Equal to anthracite.” 


Large Holder for Des Moines 


The Stacey Manufacturing Com- 
pany, Cincinnati, were awarded the 
contract for the furnishing and erec- 
tion at Des Moines, Iowa, of a four- 
lift 2,500,000 cu. ft. capacity gas 
holder, with steel tank 160 ft. in di- 
ameter. The work is to be com- 
menced this fall. 


























AMERICAN GAS JOURNAL 








July 1, 1922 





Customer Ownership 


From an address by W. H. Hodge, 
manager, advertising and publicity 
<diepartment of the Byllesby Engi- 
neering & Managing Corporation, to 
the North Central Electric Associa- 
tion, at St. Paul, June 14, 1922: 

“A recent customer ownership re- 
port to the National Electric Light 
Association shows that eighty-four 
companies supplying energy to 3,- 
$10,626 customers and serving a to- 
tal population of more than 28,000,- 
000 people, or more than one-fourth 
of all the people in the United States, 
now have 229,582 stockholders, 
nearly 183,000 of whom have been 
secured through operation of the 
customer ownership plan. By and 
through this plan approximately 
$132,000,000 was invested by the 
customers of these eighty-four com- 
panies and thus an exceedingly large 
amount obtained for extensions, ad- 
ditions and improvements to the elec- 
tric producing and distributing prop- 
erties. 

“Equity financing is only part of 
the missjon of customer ownership. 
Much more important are its possi- 
bilities as a good-will builder—as a 
means of bringing the public and the 
companies together to a better un- 
derstanding and the elimination of 
controversies which have resulted in 
hampering utility development, with 
losses to the companies and far 
greater losses to the public. 


“Every long drawn out quarrel be- 
tween public officials and a utility is 
exceedingly costly and relatively far 
more costly to the wage earner than 
to his wealthier neighbor who can 
afford higher priced substitutes for 
low priced utility service. No utility 
that does not earn a reasonable re- 
turn on the money invested in it can 
properly serve its public. A utility 
has to earn money in order to per- 
form its work, just as a man has to 
earn money to maintain a family, 
and a home for them. A utility that 
doesn’t earn money over and above 
its expenses is bound to be a failure 
in providing service and making the 
extensions upon which community 
growth and prosperity depend. 

“The public mind understands 
these things and accepts the truth of 
these statements. What the public 
doesn’t like about utility management 
is the air of mystery that formeriy 
surrounded it, the identity of the 
owners and the division of the earn- 
ings, usually supposed to be myth- 
ically large, because the average man 


has no idea of just what they were 
or who eventually got them. 

“Customer ownership makes along 
stride towards removing the myste- 
rious atmosphere. It invites the peo- 
ple to come in as partners with full 
stockholders rights ; to a voice in the 
company’s affairs; to acknowledge 
of the company’s business ; to annual 
certified reports giving the facts of 
financial operation, and to a division 
of the earnings. The partial-pay- 
ment plan makes it possible for any- 
one who can save a few dollars a 
month to become a part owner of the 
property. 

“This plan definitely and tangibly 
does something to actually unify the 
public and the utilities. It provides 
a new status whereby public owner- 
ship with efficient operation becomes 
a reality, with mutual confidence and 
respect as the foundation. 


“Let no one think that customer 
ownership is a cure-all for the pub- 
lic relations problems of utilities. 
You will have to work harder to 
serve the public and to please the 
public when a larger number of your 
customers are your shareholding 
bosses than before. Differences of 
opinion between public officers, cus- 
tomers, and the management will still 
arise just as they do in all affairs of 
life, and there will be some problems 
come up which no one can say just 
what is the best way to settle. But 
you will find much fairer treatment 
of these subjects and a gradua! dis- 
appearance of old prejudices which 
formerly made it very difficult to ob- 
tain anything like a dispassionate 
hearing of any question involving the 
utility companies. You will find the 
advice and suggestions of your home 
shareholder of great value and you 
will be enabled to keep in touch with 
the public’s views and wants in a 
manner not otherwise possible. 

“Every utility company should be 
exceedingly careful to offer securi- 
ties to its customers which are sound 
in every respect and upon which the 
returns will be regularly and punc- 
tually paid to the investor, in so far 
as an honest attempt to anticipate the 
future can reveal. If this is not done 
the results of customer ownership 
will be disastrous and the entire in- 
dustry will suffer. Unless a com- 
pany has reached a stage of growth 
and a condition of financial sound- 
ness where safe securities with a de- 
pendable return can be offered 
broadly to the public, customer own- 
ership activities should be postponed. 
If this advice is not heeded, and un- 


fortunate circumstances occur and 
the investing confidence of your cus- 
tomer destroyed, you will find your 
troubles not lessened, but multiplied 
by customer ownership.” 





Increasing Plant Capacity 


Evansville, Ind—Work on the 
improvement and extension of gas 
ovens at the gas plant of the South- 
ern Indiana Gas & Electric Company 
is under way, according to an an- 
nouncement recently by Frank J. 
Haas, vice-president and general 
manager of the company. 

The improvements increase the ca- 
pacity of the plant 30 per cent, he 
said. Included in the program of 
improvements estimated to cost 
about $700,000, Mr. Haas said the 
work at the gas plant is one of the 
most important parts of the work 
outlined for this year. 


The improvements at the gas plant 
will solve the “peak load” problems, 
Manager Haas said. At certain pe- 
riods of the day when housewives of 
the city were using gas simultane- 
ously and in periods of the year such 
as the canning season the plant has 
found its capacity insufficient. The 
improvements will provide abundant 
facilities to care for the city for some 
years to come, Mr. Haas believes. 

Twenty-four ovens at the plant 
are to be torn down, three or four at 
a time, and extended. In order that 
the increase in oven capacity may be 
held up, two 400 h.-p. boilers will be 
added to the equipment of the plant. 

“We are making these improve- 
ments to take care of future de- 
mands the city will make on us for 
gas service,’ Mr. Haas said. “We 
have not been behind in our produc- 
tion, but we must keep a step ahead 
of the development of the city and 
the demand for gas service.” 

As part of the improvement pro- 
gram, the company will extend a six- 
inch gas main to Evansville college 
at an approximate cost of $10,000. 

Representatives of the company 
are making a house-to-house canvass 
of the city in order to get at the 
sources of gas and electric service 
trouble. according to Mr. Haas. 


Will Reduce Gas Rates 


Syracuse, N. Y.—The Syracuse 
Lighting Company will voluntarily 
reduce its gas rates upon settlement 
of the coal strike, it was announced 
by President James C. Delong. 
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